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Automatic 


Domestic Storage Systems 


The Hoffman Flow Line Control 


( NE of the reasons why Hoffman Automatic Domestic 
Storage Systems sell so easily and so quickly, is the 
Hoffman Patented Quick-Acting Flow Line Control. 


This exclusive Hoffman feature is one of the most 
important improvements ever made. It insures an even 
temperature of water, allowing a variation of not more 
than 5 between the water in the top and in the bottom of 
the tank. 's 

Investigate these systems—made in three sizes—20, 
40, and 66 gallons capacity—to fit all requirements. 


THE HOFFMAN HEATER COMPANY 


1311 Oberlin Avenue Lorain, Ohio 


NOTE: The Hotiman Heater Company is an independent organization, not affiliated 
with any other heater company, paying no royalties. 
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The By-Product Coke 
Industry Moves 
Forward 





The Carnegie Steel Company has awarded The Kop- 
pers Company a contract to build a 366 oven extension 
to their by-product coke plant at Clairton, together 
with a by-product plant and benzol motor fuel recov- 
ery plant. This is important as an indication of the 
general upward trend of business and the continued 
abandonment of the beehive oven as a source of coke 
supply. 





UT 


Even more important is the Carnegie Steel Com- 


pany’s decision to build the New Type Koppers Com- 


HET 


pany Combination Oven, a logical sequence of the re- 
markable performance of this Oven since it was first 


placed in operation less than nine months ago. 


There are now 408 ovens of this new design in op- 
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eration or under construction, as follows: 


Carnegie Steel Company, Clairton, Pa..... 366 ovens 
Weirton Steel Company, Weirton, W. Va. 37 ovens 
Chicago By-product Coke Co., Chicago, Ill. 5 ovens - 


ANTON 


Total 408 ovens 
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The KOPPERS COMPANY 


Designers and Builders o 
By Product Coke & Gas ae 


PITTSBURGH, PA. 
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What Features in a Rotary 
Displacement Meter add most 
to its value to Plant Managers? 


First you will admit comes 


ACCURACY 


most important in a meter. 


The accuracy of the Connersville Rotary Displacement 
Meter has been demonstrated in actual service and by tests 
covering three years. It applies over a wide range of 
capacities. 


Second comes 


RELIABILITY of OPERATION 


We can demonstrate that to your satisfaction. 


Third comes 


ECONOMY 


The low first cost per unit of capacity and the small floor 
space required contribute to the economy of installation 
of a Connersville Rotary Displacement Meter. Economy 
of Maintenance comes under this head also. And— 


Economy of Operation. The Connersville Rotary Displace- 
ment Meter operates on a very low differential pressure, 
consuming only % to 1 inch of water. 


The CONNERSVILLE BLOWER CO. 


Connersville, Indiana 
114 Liberty St., New York Monadnock Building, Chicago. 


Have we said enough to convince you 
that its worth while investigating the 
Connersville Rotary Displacement Meter? 





Patent Applied for 
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Boost Appliance Sales With This Stunt 


Real Interest Can Be Aroused by Using this Idea 


By Frank H. WILLIAMS 


The more publicity of a constructive nature a gas 
company can secure for the appliances it is selling 
the more of these appliances it will sell. 

Constructive publicity, it might be stated, is all 
publicity which shows the utility of the appliances 
being sold, the low cost of operating them and their 
splendid advantages as time-savers and as labor- 
savers. 

And an interesting and decidedly effective method 
of securing a considerable quantity of such desir- 
able publicity is by sending some of the appliances 
to the physics classes of the local high school with 
a request to test out the appliances for gas consump- 
tion, cost of operation and results secured from oper- 
ating the appliances and then to play up all the data 
thus gained in the way and in the places that will 
he most productive of new business for the company. 

Most instructors in physics in high schools would 
gladly co-operate with the local gas company in 
undertaking such tests, because these instructors 
would realize that a practical bit of work of this 
rature would tend to get more enthusiastic effort 
out of the class members and would be a splendid 
method of demonstrating the every-day, dollars and 
cents value of the physics education they are secur- 
ing. With all the hue and cry of the present days 
for more practical education in the schools it is evi- 
dent that in most cities the request of a gas com- 
pany for such practical help would be welcomed not 
only by the physics instructors but also by all the 
school authorities. 

It would be a good plan in getting in touch with 
the physics instructor and asking him for these tests, 
to suggest that he bring the members of his classes 
to the company’s show room and show them all of 
the appliances on view there and also that he take 
the class members through the company’s plant. 
This sort of thing would be a pleasant break in the 
routine and monotony of school work for the class 
members. 

During the time the tests were being made and 
when the class members were visiting the gas com- 
pany’s sales room and its plant it would be a simple 
matter to secure some good publicity by telling the 
local papers about the stunt. The papers, it might 
be suggested to the city editors, could run news items 
about the affair along this line: 


“Students Test Gas Company Appliances 
“One of the most interesting demonstrations of the 
fact that the education of children in the public 
schools of today is all along practical lines is found 


in the work now being done by the physics classes 
of the local schools. These classes, under the super- 
vision of Prof. A. M. Smith, are conducting an inter- 
esting series of tests of the appliances handled by 
the Public Service Gas Company of this city. These 
tests are for the purpose of determining the quantities 
of gas consumed by the appliances when in operation, 
the heat they generate, the amount of work they per- 
form and the cost of having them perform this work. 
It is understood that after the tests are completed 
the gas company will use the results of the tests in 
its advertising and sales campaigns. 

“As an aid to the students in making their tests 
the physics classes of the high school have been taken 
by Prof. Smith and officials of the gas company on 
tours of inspection of the gas company’s plant and 
of its sales rooms, where all of the various appliances 
sold by the company are on display. An exceptional 
amount of interest is being manifested by the class 
members in this practical, every-day work of the sort 
they will be called on to perform when they get out 
of school, if they follow the lines suggested by their 
physics training.” 

Such publicity as this would be a splendid thing 
for the gas company, as it would focus the attention 
of all readers on the company’s appliances, and by 
doing so would make folks generally take a greater 
interest in these appliances and feel more like buy- 
ing them. Also it would attract a great amount of 
attention to the tests being made by the classes, and 
by doing so would put the public in a mood to be 
more deeply impressed: by the results of the tests 
when these results were made public. 

When the classes had finally concluded their work 
and the results of the tests had been digested and 
put into graphic form the gas company could then 
cash in on the stunt by using newspaper ads. telling 
about the tests and by arranging window displays 
of the appliances tested and by putting placards tell- 
ing the results of these tests in front of the appliances 
in the show window. 

The newspaper advertising used by the gas com- 
pany for the purpose of cashing in on the stunt might 
read like this: 


“High School Students Test Our Gas Appliances 

“—_And find that appliances give surprising amount 
of work for small expenditure of money. 

“Recently, as was noted in the news columns oi 
this paper, the students in the physics classes in the 
lecal high school undertook to make some exhaustive 
tests of the appliances carried in our sales room. 
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These tests were for the purpose of determining the 
amount of gas consumed by the appliances, the 
amount of heat generated, the amount of work done 
by.the appliances, the time saved by using the ap- 
pliances, the amount of labor saved by using them 
and the cost of operating the appliances. 

“The tests brought out some exceedingly interest- 
ing results, which are told in graphic form in our 
show window. These results demonstrate conclusive- 
ly that the appliances we handle are without equal 
for time-saving, labor-saving and low cost of opera- 
tion. Come to our sales room and see for yourself 
just what these appliances would mean to you in 
your own home in cutting down work and in making 
your home more comfortable. 

“Of course, we are immensely pleased with the 
results of these tests. We have known all along that 
we are handling a superior line of appliances, but 
to have our judgment confirmed by the exhaustive 
tests of local students in this way is immensely grati- 
fying. 

“We wish to compliment the students of Prof. A. 
M. Smith’s physics classes for the very complete and 
intelligent way in which they have made these tests. 
We doubt if any more comprehensive tests could have 
been made by anyone.” 


Would Attract Attention 


This sort of an advertisement would be sure to get 
a lot of attention and bring a lot of people to the 
gas company’s sales room, and it would then be 


merely a matter of good salesmanship to sell appli- 
ances to these people who were manifesting their 
interest. 

In addition to this use of the tests in newspaper 
ads. and in window displays, the gas company could 
further cash in on this publicity stunt by getting a 
list of all the parents of the students in the physics 
classes and by then soliciting these people to buy 
appliances. By reason of the children of these 
parents being members of the classes which made 
the tests it would be certain that the parents would 
have a greater interest in the appliances than they 
ever had before. Under such circumstances, it should 
be a comparatively easy matter for the gas company’s 
alert sales people to make a number of sales of ap- 
pliances to these people. 

Also, as there would be an exceptional amount of 
interest among all the high school students in the 
tests, it would be a good plan to solicit all the parents 
of high school students to buy appliances. This 
soliciting could be done personally or the gas com- 
pany might do it by the plan of sending out direct 
mail advertising to these people—this advertising to 
carry a full account of the tests, of course. 

To put over a stunt of this sort would require but 
comparatively little effort and would involve the ex- 
penditure of a comparatively small amount of money. 
And yet it would focus attention on the gas com- 
pany’s appliances very strongly and by doing so 
would boost sales considerably. 

Try this plan and see. 


Right Kind of Advertising Is Timely 


Tying Up With Current Events Attracts Attention 


By ROBERT 


It had been a good window for the gas company ; 
there was no doubt of that. But apparently its at- 
traction was over and they were discussing what 
kind of a display was to take its place. 

This window had contained nothing more than 
an exhibit of fruits, canned and preserved, according 
to the recipes furnished by the gas company. They 
stood on a kitchen table, in a window arranged to 
represent a kitchen. Enough accessories like fruit 
jar wrenches, sacks of sugar, packages of spice and 
the like had been left lying around to make it what 
the artist would call a still life picture. 

But cold weather had come. The canning and 
preserving season had ended. Such a window was 
no longer timely. The stuff must go out and the 
subject of putting up fruit be resurrected again next 
summer. The window space was not needed espe- 
cially because the company had a great deal of dis- 
play room. What was brought forth as the real rea- 
son for changing the display was that the fruits were 
no longer seasonable. It was an advertising man 
from a newspaper who happened to be present, who 
gave a valuable suggestion. 

“That window attracts a lot of attention,” he said, 
“because the fruit in it looks good. I stood outside 
and listened to what the people said about it. 
Everybody comments upon the fact that they would 
like to have some of that fruit. I heard one woman 


S. MERRILL 


say that she was sorry that she hadn’t put up more 
peaches this year and that she’d bet she was going 
to have plenty next year. 


“Now, that struck me right away. It showed me 
that, even if the canning season had closed, the win- 
dow was selling women on the idea of putting up 
fruit next year. If she is like most women that I 
know, this woman I heard was thinking of her 
pantry or cellar shelves only partly filled. Every 
time she uses a jar from her stock she will wish 
again that she had put ip more. Won't she recall 
this window that looks so nice? All during the 
winter she will be building up a resolution to put 
up a lot of fruit next summer. That means more 
gas consumption. It might mean the sale of a 
gas range and some kitchen equipment, too. 


“Even on payments people do not buy gas ranges 
on the spur of the moment, especially most of those 
people who put up their own fruit. In most fami- 
lies even the monthly payments have to be given 
consideration, they have to be figured in when a 
decision is made as to how the month’s income is 
to be spent. In this sense the gas range is com- 
peting against everything that the woman wants, 
even if it be a new fur coat. Then why not leave 
this display of fruit and range where it will remind 


women all winter long of what they had planned 
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to do? Won't it strengthen their resolutions? 
Won't it be seen by some who had passed it at 
first?” 

But the idea was protested by the window dis- 
play man of the gas company. And he had a very 
valid reason for -offering his protest. 


Some Changes Necessary 

“If we leave the window unchanged all winter, 
people will think we are ‘lazy, neglectiul and all 
that sort of thing,” he said. 

“Well, then,” replied the man from the news- 
paper, “how can you change it in part frequently? 
How can you liven it up by slight changes: ‘lo 
my mind it’s a good window and worth preserv- 
ing.” And at that instant the first idea came to 
him. 

“Make a double-barreled window out of it,” he 
said. “It can be used to sell the idea of putting 
up more fruit next summer and also to call atten- 
tion to household appliances or almost anything 
else you have in the store.” 

“How?” asked the display man. 

“What did you intend to put in the place of the 
fruit?” countered the advertising man. 

“We hadn’t decided exactly, but we had been 
thinking about one of the Blank irons.” 

“Good enough! It can be used in the kitchen, 
can’t it? Well, put it and the table of fruit along- 
side each other. I'll show you a card you can make 
to go with them.” He wrote for a while on a scratch 
pad and then handed the result to the little group. 

They saw: 

WORTH PRESERVING 

Save your fine linen by laundering it yourself 
—preserve your health too—this iron saves et- 
fort and time. Ask to see it. 

“There you have something that is appropriate to 
all parts of the exhibit,” declared the advertising 
man. “You can put that on the table with the 
fruit and here’s another to go on the iron.” They 
read again and saw: 

KNEW HOW TO “PUT IT UP” 

The folder about this iron is sweetened with 
labor-saving ideas and spiced with plans tor 
nicer-looking linen. Ask for one. 

This helped to knit the exhibit together, every- 
body agreed. 

“Is it a gift?” was asked good-naturedly of the 
advertising man. “How do you do it?” 

“I learned it when | was a kid flipping freight 
trains and stealing rides,’ was the amazing come- 
back. 

Of course an explanation of this was demanded 
and it was quickly forthcoming. 

“The first time I ever tried to flip a freight train, 
i did so without paying attention to how the older 
kids went about it,” the advertising man began. 
“1 thought that all I had to do was to grab the 
handle of the freight car when it came by. | found 
out differently. I tried that method and the speed- 
ing train straightened me out, bumped me against 
the side of the car. I let go and fortunately did not 
go beneath the wheels but rolled into a sandy ditch. 
J was scratched a little but not seriously hurt. 

“At least I was not hurt so much that I was 





stopped from trying again. But first I watched the 
older boys. Then | learned one important thing: 

“They started in the same direction as the moving 
train and ran with it before swinging aboard. Thus 
there was practically no opposition. 


Get Going With Your Public 


“All this came back to me years later after I had 
begun advertising work. | tried to get my ideas 
aboard people’s minds by letting my ideas stand still 
and grab at people’s minds as they passed. All of 
a sudden it occurred to me that first my ideas ought 
to get to running in the same direction that people’s 
minds were moving. If I let my ideas run along- 
side and then swing on, they were likely to stick and 
yet somewhere. Do you get the principle? 

“Now that’s what | did in suggesting those cards. 
{ figure that the minds of many women are traveling 
in the direction of preserving more fruit next sum- 
mer. That is something in which they are inter- 
ested. All you have to do then is to see that your 
idea gets aboard their trains of thought. 

“You can keep your kitchen setting and your fruit 
all winter and from time to time change the appli- 
ance and the card. Get your sign in the language 
of the women—in short, kitchen ‘shop talk.’ Why, 
just think of how many different beginnings there 
are for cards relating to that ironer. ‘Don’t They 
Look Nice?’ can refer to the fruits and to clothes 
ironed at home. ‘Cut in Half’ will apply to cutting 
the fruit as well as reducing the labor of ironing. 
‘On Tight’ means the lids on jars are safe, but it can 
also lead the way to showing that if the ironing is 
done at home the laundry cannot loosen buttons. 
‘An Inviting Table’ is good for double action on 
fruits and linens. ‘Unexpected Company’ suggests 
a well-stocked pantry to draw upon and getting the 
ironing of sheets and bed linen ready in a hurry. 
Just listen-in on the household talk of a bunch of 
women and you will strike an amazing number of 
leads. And you can do it with all sorts of gas ap- 
pliances.” 

This knack of following the train of people’s 
thoughts and then swinging aboard with an idea of 
the advantages of gas service is one of the most suc- 
cessful merchandising policies. Take another exam- 
ple—school children and selling gas service seem 
far apart at first thought. The end of the month ar- 
rives. The children come home with their report 
cards. And that is a period of importance in most 
families. Suppose that the boy’s grades are very 
poor. Will this go unnoticed in many homes? It 
will not. 

At such a time the People’s Gas Light and Coke 
Company of Chicago comes to the front with adver- 
tising like this: 


O Willie— 
ONLY 60 
in Geography? 

What is the matter with Willie? He just 
doesn’t seem to get along in school. Does Willie 
eat enough of nourishing foods, the kind that 
make active minds? Do you cook Willie a hot 
substantial lunch every noon? 

Yes, it’s hard to make children eat what they 
should. But fix up something new and appetiz- 
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ing like this savory Scotch Stew and watch Wil- 
lie go after it! 

Then follows the recipe for making this Scotch 
Stew; there is no waiting before people can begin 
to use more gas. But the gas company goes farther 
than that; it wants to increase the cooking for the 
other children. Therefore this announcement is 
added: 

We offer you FREE friendly advice and in- 
struction on Child Feeding, Cooking, Meal Plan- 
ning, Economical Buying, etc. Lecture-demon- 
stration daily (except Saturday) at 2 p.m. Ask 
about free cooking course with graduate cer- 
tificate. 

THIS ANNOUNCEMENT IS 
PASS. 

Show it at the door. You may keep the 
recipe. 

In getting aboard these trains of thought the Chi- 
cago company does not limit itself to using the 
newspapers. Windows can be used to advantage 
too. Last summer there was an agitation in Chi- 
cago over the Oak Street Bathing Beach. This is 
in the vicinity of what is known as the Gold Coast, 
where the extremely wealthy families of the city 
live. Yet this beach on Lake Michigan was in easy 
distance for what we will, for the sake of easy des- 
ignation, call the common people. A demand for 
bathing facilities for them arose. Newspapers were 
full of accounts of invasions, pleas, letters to the 
editor, movements in the city council and the like. 


YOUR 


Taking Advantage of Agitation 


In the midst of this the Peoples Gas Light and 
Coke Company secured a supply of imported dolls— 
shapely bathers’ figures. A beach scene was painted 
for one of the windows, the dolls in life-like postures 
and with genuine fabric costumes on them ‘were 
placed. about on the sand. The scene was labeled 
“Oak Street Beach.” No attempt was made to take 
sides; it merely was connecting the gas company’s 
window with a topic that was in the minds of every- 
body who read the papers. Incidentally the dolls 
were sold by the gas company, which has a very 
broad merchandising policy. 

Restaurants had shown a decided tendency to ad- 
vertise for the family trade. One dining place re- 
peatedly featured itself as a place where children 
were welcome. High-chairs were provided for the 
children. Portions could be divided without extra 
charge. This restaurant boasted that it alone fed 
150,000 children a year, an average of 3,000 a week. 
Others were urging that mother be given a rest, 
that she ought to have her nights out. There. was 
quite a lot of this kind of advertising and in truth 
the practice of taking the family out for the evening 
meal had begun to increase. 

Now let this thing happen all over a big gas con- 
suming territory and the drifting away from the 
natural home-life is worth having serious considera- 
tion. Consequently when people’s thoughts run so 
frequently toward eating out for a change the Peo- 
ple’s Gas Light and Coke Company starts out with 
them in the same direction: 

Let’s eat at 
HOME. 
for a change. 


Father comes home at night pretty tired and 
fagged, doesn’t he? After a noisy, turbulent day 
at work and a hurried restaurant lunch the lit- 
tle home seems a perfect haven of quiet and rest. 

How much more satisfying a home-cooked 
meal eaten in this peace and privacy. How good 
to relax and take your time in eating. Every fam- 
ily should gather together for at least one 
leisurely social meal a day. 


Again the suggestion does not stop there. A 
recipe for an “Appetizing Meat Pie” is given. There 
is something that invites immediate action. This 
too is followed by announcement of the Home Serv- 
ice Department under the heading of “How to Pre- 
pare a Full Dinner in One Hour or Less” and the 
customary “pass” and permission to “keep the 
recipe.” 

The publicity department too can let news matter 
flip aboard the trains of thought. Things are con- 
stantly happening in the inner affairs of the gas 
company which not only are of human interest to 
readers of newspapers but which are good-will build- 
ers to an undreamed of extent. 


When the elevated and surface railways were tied 
up by strikes in Chicago a little paragraph appeared 
in the newspapers which were describing the diffi- 
culties of getting to work. Here it is: 

“Elizabeth Keller of the People’s Gas Light and 
Coke Company had a perfect attendance record for 
nine years. She kept it by half a minute yesterday 
but it cost a lot of money.” 


What It Meant 


This simple little news item revealed far more than 
an incident of the strike. It showed that there was 
a punctual, conscientious employee of the gas com- 
pany. She had been there nine years. It is obvi- 
ous that such a conscientious girl would not remain 
at a place that long if it were uncongenial. There- 
fore there must be more like her. Employees like 
that could not be engaged. in falsifying gas bills as 
some people suspect is done. All together it could 
not help creating a better impression of the gas com- 
pany—an impression that the gas company was made 
up of loyal workers who would go far to give the 
right kind of service. Repeated impressions of the 
same type would make it easy to believe that errors 
are not intentional. . 


Where the company publishes a house organ for 
free distribution to consumers, constructive ideas 
can be carried gently to the patrons, by the same 
method of getting aboard the train of thought. When 
cold weather and dark days come and heat and light 
is used more there is the inevitable increase in gas 
consumption, but until doomsday there will always 
be many who indulge their tendency to denounce the 
gas company upon every occasion and swear at a 
larger gas bill, despite the chaged season. The Chi- 
cago company prepares to dissipate this attitude as 
early as August in its Gas Gazette, which is enclosed 
with bills. Not by the crude method of warning 
that bills will be higher. Oh, no. It begins by join- 
ing in on the comment about the daylight saving 
plan and gently lets that subject fade away into a 
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reminder of the time when lights must be lit earlier. 
Realization of larger bills follows naturally and more 
painlessly. 

Season in and season out, the common train of 
thought can he discerned and boarded for the pur- 
pose of getting the gas business somewhere. Is it 
the time in summer when people turn to motor trips 
and picnics? Then they will not be at home using 
gas. The idea is to get them to use the gas as much 
as possible before they go. At that time the Chicago 
company dwells upon the advantages of home-cooked 
foods for these outings. Suggestions are made in 
the house organ and recipes for outing dishes are 
given. A window display is given over to food for 
a motor trip—real fried chicken and other things 
cooked in the company’s kitchens—which increases 
home-cooking and also sells the motorists’ luncheon 
equipment handled by the company. Folders invite 
the women planning motor trips and beach parties 
to use the home service department for suggestions, 
and urge women to bake the cakes and cookies they 
take along for the children. 

One of the best things about the advertising man’s 
plan of having the selling ideas board the train of 
thought of the prospect is that it encourages inves- 
tigation. Inasmuch as you must go in the same di- 
rection and take advantage of the continuous motion, 
you must first be sure in what direction people’s 
thoughts are traveling. 

And after you have investigated and get yourself 
headed right, get your ideas under way in the same 
direction, there is no resistance when your ideas 
swing aboard their minds. There is no jar when the 
added load is picked up and thus the selling idea 
of the gas company gets somewhere. 





Sales Committee Offers Business Holiday 
Suggestions 

Splendid suggestions for developing holiday busi- 
ness are contained in a circular letter just issued by 
the Sales Stimulation Committee of the Commercial 
Section, American Gas Association. The letter in 
part is as follows: 

The general public is in a particularly receptive 
mood at this time of year for gift suggestions and 
it given the proper setting in your advertising and 
displays, gas appliances can be made to exert an ap- 
peal which will result in large merchandise sales. 

During the latter part of November and during De- 
cember focus attention on certain gas appliances as 
Christmas gifts. It is suggested that the following 
should be featured, as these five articles lend them- 
selves admirably for this purpose: 

Cabinet gas range, 
Fireplace heater, 

Gas reading lamp, 
Semi-indirect gas fixture, 
Gas iron. 

Suggestion 1. Feature a full enamel gas range as 
a Christmas gift. 

Suggestion 2. Feature cabinet gas range with oven 
heat regulator. 

Suggestion 3. Feature cabinet gas range with half 
enamel as Christmas gift. 

Suggestion 4. Feature cabinet gas range with 
enamel splashers, pans and panels. — 








Suggestion 5. Feature radiant type of fireplace 
heater, selecting one of the more expensive heaters. 

Suggestion 6. Feature one of the lower priced 
radiant type of fireplace heaters. 

Suggestion 7. Feature gas iron. 

Suggestion 8. Feature gas reading lamp. 

Suggestion 9. Feature semi-indirect fixture. 

The word feature is used in order that these par- 
ticular articles may be singled out from the rest of 
the gas merchandise and set apart so as to speak 
in a prominent place in the sales rooms of the gas 
offices and in the show windows. The attractiveness 
of the articles themselves can be further enhanced by 
the use of red ribbons, holly wreaths, artificial or 
natural, or any other Christmas decorations. 

During the Christmas period these particular arti- 
cles can be sold either at (a) regular prices, (b) 
special prices, (c) allowances made for old gas ranges 
or coal ranges, allowances made for old fireplace’ or 
portable types of heaters, allowances made for old fix- 
tures, allowances made for old flat iron. 

The office sales rooms and sales windows should 
also be given a Christmas atmosphere through the 
use of Christmas decorations. The fireplace heaters 
should, of course, be featured in fireplaces suitable for 
Christmas decorations, and to give a further atmos- 
phere of reality, have some children’s fancy socks 
hung over the fireplace. 


Focus Attention 


Any man or woman in charge of selling gas mer- 
chandise through the medium of focusing attention 
on gas appliances as suitable gifts and bringing to 
his or her aid the use of Christmas decorations could 
very materially increase the business of his or her 
sales room during the Christmas season. People 
could be induced to buy the specific articles men- 
tioned and also such other articles as automatic types 
of water heaters through special displays of this na- 
ture. For instance, it is possible to increase the sales 
ol automatic types of water heaters during December 
very materially through adding a Christmas touch 
to our display of these heaters by using some of the 
decorations mentioned elsewhere. Many appropri- 
ate Christmas cards are available to use as price 
cards, the lettering to be done by hand, of course, 
by someone within or without the organization who 
can hand-letter. 


All Can Use Ideas 


No matter how small or how large a gas office may 
be, if there is a willingness on the part of those in- 
terested to capitalize the Christmas gift buying, there 
is no reason why gas appliances should not legiti- 
mately occupy a prominent position among the list 
of suitable Christmas gifts. 

In the December Merchandise Advertising Copy 
Service of the A. G. A. there will be a number of 
suggestions which tie up with the Christmas holiday 
spirit, and these, together with suitable window and 
sales room displays, will be found helpful. It is also 
suggested that the sales representatives and, in fact, 
the entire organization, be enthused to the spirit of 
this occasion. 
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BY WILLIAM 


A Suggestion: Try the New 

Don’t condemn an idea or an appliance just be- 
cause it is new to you. Every idea employed in 
gas appliance merchandising was once a new idea 
as each appliance was once a new appliance. Give 
the new ones a chance; some of them will be the 
well known and largely demanded in six months from 
now. 





Refusing to employ a new idea or to try out a new 
appliance is to lapse into the “trammeled” class who 
have no place in modern gas appliance merchandis- 
ing. The gas magazines have reported some wonder- 
fully productive sales campaigns within the past few 
months, the foundation of which was a new idea. 


A Suggestion to Service Men 

Learn all you can about the appliances used by the 
folks served by the company that employs you. You 
will find all kinds of appliances, some of which you 
will at a glance know to be inferior in design and 
construction—but don’t let that disturb you to the 
point where you feel it your bound duty to tell the 
customer that “you would not use such a bum ap- 
pliance.” 

Remember that the customer purchased the appli- 
ance believing it was a good one, that was his judg- 
ment, and that if you tell him that it is “bum” you 
are telling him in an easy way that his judgment is 
“bum.” Even if he has discovered that the appli- 
ance is not all that he thought it was, he resents 
having some one -tell him about it. 

The thing to do in a case of that kind is to do 
your best to “make the thing go” and then tactfully 
suggest that some day he should visit the company’s 
store and examine some of the “nifty new ranges the 
company has just got in.” 


H. MATLACK 


A Suggestion to the Service Clerk* 

When a customer comes into the office “to raise 
the roof” humor him, let him have all the fun he 
wants to. Let him pound the desk, refer to the com- 
pany as a blood-thirsty corporation and the service 
and meter men as “dumbbells.” 

That is what he came in to do, and the sooner 
he gets it off his chest the sooner you will learn just 
what his grievance is or what he thinks it is. Never 
interrupt him. Try to think that in the drama that 
your part is only that of spear carrying; that you 
have no speaking part in the first act. 





It doesn’t pay to get all riled up with folks when 
they come in to complain. That is the way to learn 
of things that are important to good service. Get 
the customers’ view, even if many of them kick until 
they get hof under the collar. 

Here’s a thought: The most valuable lesson in 
the gas-book. You can get away with almost any- 
thing if you look wise and listen well. “Treat ’em 
rough” has no place in building favorable public 
opinion. 


A Suggestion to Those Who Worry About Cut Prices 

Fhe gas appliance dealer has no reason to worry 
about the Price Cutter of his town. Folks all know 
that “Horrible Sacrifices” are seldom made by mer- 
chants who expect to continue in business. Cut 
Price is not so much desired as dependable mer- 
chandise that will render an efficient service and 
permit the seller to earn a fair profit on his invest- 
ment and for his labor. In days gone by traders were 
guided by the slogan “Caveat Emptor” (let the buyer 
beware), but that era has long since past. The great 
American purchasing agent, the woman in the home, 





*Perhaps better known, today, as complaint clerk 
or man. 
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is no longer attracted by irrational reductions, by 
slashing prices that cut a ten-dollar article to the very 
low price of nine, ninety-eight. The woman, who 
purchases 70 per cent of the merchandise sold to 
American homes, readily understands that if prices 
are suddenly cut below reason there is usually some- 
thing being concealed or taken out and in the ma- 
jority of cases she takes no chance, preferring to 
confine her purchases to the merchant who secures 
sales volume by rendering good service by selling 
dependable merchandise at a fair price. 


cr 








+. 


of results. Do not neglect the local papers; see that 
you keep your store before the people at all times. 
Have some of your advertising along purely educa- 
tional lines, new uses for the appliance your are sell- 
ing and new ways to utilize the service you are ren- 
dering is always good. Why not have a “Home Eco- 
nomics” department of your own once each week, in- 
structing the housewife in the different uses of house- 
hold appliances and good gas service? 
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How Shall We Advertise? 

Here is a suggested way to make an analysis of the 
question of the desirable way to spread your adver- 
tising appropriation. Set up your .01 per cent or 
01% per cent and then lay out on paper a plan to 
utilize the total amount, spreading it in such a way 
as your analysis indicate to be the most productive 


Use Dealer Helps 
When the manufacturer sends you helps, use them, 
folders, booklets, broadsides and window trims all 
cost the manufacturer good, hard coin, and aside from 
that they are accounted for in the cost of your mer- 
chandise, and for that reason, if no other, should be 
used if ordered. Because the salesman who calls on 
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you is a good fellow don’t permit him to send you 
a whole raft of advertising matter that you will not 
or cannot use to good advantage. Remember that it 
all costs money and that it was written, illustrated 
and printed to do a certain amount of creative work 
for somebody, and that it fails to function if it is piled 
up in your store room. 
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Hot Water Service 

Here is a suggestion for a street car card, a bill- 
board ad. or for a newspaper illustration for use in 
connection with your water heater advertisement. 
If used on a billboard have the figures painted in 
black with a white background to represent the steam 
arising from the hot water drawn into the tubs or 
bowls and the words Hot Water in Red, Service in 
Yellow and all on a blue background. The idea be- 
ing to have your board “broadcast” the Hot Water 
Service message to all passersby. If employed for 
a street car card, also plan your color scheme to se- 
cure a maximum attraction, a “flash message” to the 
passengers. The illustration is a suggtsted idea for 
a newspaper advertisement, just something different, 
designed to reach the woman by the employment 
ot fine delicate lines. 


Revoke Some Coal Regulations 

Washington, D. C.—Regulations requiring bitumin- 
ous coal operators to furnish the Federal Fuel Dis- 
tributor with daily statements as to coal loadings, 
prices obtained for coal, and destinations to which 
coal is shipped have been revoked by Fuel Distributor 
C. E. Spens, effective December 1. These regulations, 
which were promulgated on September 27 and 28 and 
October 4, required that daily reports of coal ship- 
ments in the territory east of the Mississippi River 
be transmitted to the fifteen naval officers acting as 
district representatives of the Federal Fuel Dis- 
tributor. Operators in trans-Mississippi territory 
were required to make their reports directly to the 
Federal Fuel Distributor, except that Iowa, Montana 
and North Dakota operators reported to C. T. White, 
Assistant Federal Fuel Distributor, at St. Paul, Min- 
nesota. 





Lignite Char Experiments 


In the course of tests made at Pittsburgh, Pa., by 
the United States Bureau of Mines, lignite char has 
been found to burn to a gas containing a higher pro- 
portion of carbon monoxide than that from coke. To 
determine if this relatively high carbon monoxide con- 
tent with lignite char is to be attributed to the smaller 
size of the char, coke of the same size as the char will 
be burned on the next tests. : 





Echo of the A. G. A. Convention 

















D. M. HAMILTON and Junior on the Boardwalk 
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Selecting the Proper Advertising Mediums 


The Article You Have to Sell Should Influence Your Choice 


By REX STEWART 


Every year millions of good American dollars are 
thrown away by gas appliance dealers and manu- 
facturers on worthless advertising. Many a man 
has been sadly disappointed in the results of his 
advertising campaign and wonders why and how 
it happened. He employed artists, photographers, 
copy writers, but gets no results. 

While the failure of some campaigns is largely due 
to lack of appeal in the substance of the advertise- 
ments, a great many fail because the advertiser has 
not selected the proper medium by which to reach 
his customers for his different lines. He has also 
thrown his money away on some specialty, or spent 
it through some medium which does not reach his 
prospects when they are in a buying mood. 

In the main, there are two questions to be con- 
sidered when selecting a medium: 

First, how many people will see the advertisement, 
or what is the circulation of the publication? 

Second, does it reach the class of people who will 
buy the thing advertised, and will it reach them 
when they are in a buying mood? 


The Question of Circulation 


The first question is much easier disposed of than 
the second. It is not difficult to check up on the 
circulation of most newspapers. The newspaper di- 
rectory will give their sworn statements or post of- 
fice figures. 

It is also easy to estimate how many people will 
see a billboard by counting the traffic that passes it 
daily. And the same way with other means of ad- 
vertising, such as theater curtains and programs, 
which, though not recognized as legitimate adver- 
tising mediums, are employed by some firms merely 
to keep their names before the public. 

In using this class of mediums, the advertiser 
ought to take into consideration the “association” 
element. For instance, I have in mind one adver- 
tiser who uses the curtain of a certain theater be- 
cause the theater is a good one. During a large 
church convention in Portland, Oregon, he adver- 
tised in the program and booklet of the event, not 
because he thought he would make'a sale of a gas 
furnace, but because he wanted to be “in good com- 
pany.” It does not pay to use cheap mediums of 
this sort for any purpose, unless you have something 
cheap to sell. 

After circulation is considered then consider the 
second question. Let us take the last part of the 
question first—“will it reach them in a buying 
mood?” Are the majority of theatergoers in a buy- 
ing mood when they attend a theater or entertain- 
ment? No! Mrs. Jones does not go to the theater 
with the intention of being persuaded into seeing a 
demonstration of a gas furnace at her local dealer’s 
store. She may see his advertisement in the theater, 
wherever it might be, but she promptly forgets about 
it when the show starts. She is bent on an entirely 


different mission when she reads it in the printed 
program. 

But, let Mrs. Jones sit down in her own home 
of an evening with the newspaper placing before her 
the advantage of a gas furnace as a convenience and 
a source of economy, and there is a good chance of 
persuading her to attend a demonstration of the 
use of gas on her shopping tour the next day. The 
rest is up to the sales force. 

If you have more than one newspaper to choose 
from, study their contents. 

What sort of people does the news of the two ap- 
peal to? To a class that can afford to buy a gas 
furnace, or the laborer who can only afford a small 
heater? 

A medium which has a small circulation, a high 
space rate and a high subscription price, may be 
more effective than a medium which has a larger 
circulation and a proportionately cheaper advertis- 
ing rate and subscription price, because it may go 
into the very homes you want to reach in your local- 
ity for the sale of gas furnaces. Yet that same me- 
dium might fall down entirely when it comes to sell- 
ing heaters and the second publication prove best. 

An intelligent advertiser will not expect any one 
medium to do everything for him any more than 
he will expect a advertisement to actually sell his 
entire line of appliances. 

In selecting a medium the advertiser must size up 
its readers as he does the individual who comes into 
his shop and be careful not to undersell or oversell 
his prospects. 

Every medium has its purpose and its class of 
readers and it remains with the advertiser to tie up 
his line intelligently with the purpose of the medium 
through a study of its contents. 





Gas Earnings Show Decrease 
Spokane, Wash.—Net earnings of the gas department 


of the Spokane Falls Gas Light Company during Octo- 
ber were about $1,100 less than those of September, ac- 
cording to the company’s report filed with Charles A. 
Fleming, city commissioner of public utilities. 

Although the decrease from the previous month was 
shown, the net earnings for October were $11,675, com- 
pared to $7,977 in January. Earnings were $12,761 in 
September. 

Comparative gross revenues were shown to be $44,- 
787 for January, $45,687 for September and $45,062 
for October. Total operating expenses, maintenance 
and reserve were as follows: January, $36,798; Sep- 
tember, $32,898, and October, $33,364. A total of 
$3,206 was taken by the company for its replacement 
fund each month. 

Increased operating expenses and decreased revenues 
were shown in October, compared to the previous 
month. 
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New A. G. A. Committees Start Work 


Plans Are Outlined for Coming Year 


Managing Committee activities of the Association 
for the year 1923 were set in motion last week with 
meetings of all the committees and a meeting of the 
Executive Board. 

The Technical Section met on the 21st; the Com- 
mercial, Publicity and Advertising and Manufactur- 
ers Section met on the 22nd; the Executive Board 
held its meeting on the following day; and on the 
24th the Accounting Section got together. 

All meetings were well attended and there was 
evidenced a distinct spirit of optimism for the work 
the committees intend to carry on during the coming 
year. 

On the evening of November 22, President Brown 
met with the chairman and vice-chairman of the 
various sections at a dinner held at the Engineers’ 
Club. The purpose of the dinner, which was entirely 
informal, was to discuss the work to be undertaken 
during 1923 and to get the new sectional officers 
acquainted with each other. 

At the meeting of the Managing Committee of the 
Technical Section, it. was decided to continue the 
Committee on Carbonization and Complete Gasifica- 
tion of Coal. This committee will proceed along the 
same lines of organization of work as last year and 
will include the various subdivisions of the Opera- 
tors’ Section, Complete Gasification of Coal Section 
and Low Temperature Carbonization and Builders’ 
Section. The section will keep in touch with the 
research work being conducted by Professor Demo- 
rest at the Ohio State University. It will continue 
the program of education of the Operators’ Section, 
including the further development of standard carboni- 
zation data sheets and will report fully the developments 
in all carbonization processes, particularly complete 
gasification and those processes designed to reduce the 
cost and improve the efficiency of manufacturing opera- 
tions. 

The section also decided to continue the Consum- 
ers Meters Committee with Walton Forstall as chair- 
man and to charge this committee with the task of 
submitting a definite recommendation as to a stand- 
ard capacity rating for consumers’ meters. It will 
be the purpose this year to bring this matter (the 
desirability of which seems to be generally recog- 
nized) to a conclusion and, once an agreement has 
been reached, to secure action by the Executive 
Board adopting the report of the committee as a 
standard of the association. Full co-operation of the 
manufacturers of consumers’ meters is to be obtained 
in this work and in the work of making the standard 
effective. 

The work of the Distribution Design Committee 
was discussed and the following suggestions as to 
activities were submitted: 

1. To take existing distribution systems, work 
them out on a valuation basis and compare them 
with the ideal system. 


2. To consider the problem of converting older 


systems into the ideal system. 


3. To give consideration to the relative merits 
of outlying storage, use of compressors, etc. 

One of the outstanding features of the work to be 
done in 1923 by the Managing Committee will be to 
select fundamental problems in the technical field 
in which research and investigation can be started 
with the purpose in view of getting definite results 
of tangible value to the industry. 

The Managing Committee of the Accounting Sec- 
tion devoted considerable of its time to outlining the 
activities of a Committee on Relations with Cus- 
tomers to be headed by A. L. Tossell. The purpose 
of this committee will be to make a survey of the 
general organization and policies of gas companies 
in the contact which their employees have with their 
consumers. This survey will include every business 
relation with customers who call at the company’s 
office and will take in as well correspondence work, 
orders between offices and shops and consumers’ 
premises, service complaints, collections, etc. 

One of the principal purposes of the survey will 
be to instill company employees, both office and out- 
side workmen, with the company’s policies with re- 
gard to courtesy and the method of approach when 
dealing personally with customers. 

The scope of the Budget Committee’s work for the 
ensuing year will be to suggest methods for the 
preparation and administration of a budget system 
for use by gas companies which will serve as a fore- 
cast of the company’s activities and act as a control 
over expenditures. 

Fourteen members of the Managing Committee of 
the Publicity and Advertising Section at their meet- 
ing on November 22, decided to continue the Sec- 
tion’s present activities and to enlarge them by the 
institution of a monthly statistical service to press 
associations, editors of financial newspapers and to 
other general sources of news dissemination. The 
committee also went on record in favor of a closer 
co-operation in the advertising field with the Manu- 
facturers’ Section, to the end that more good-will 
copy may be used by the manufacturer companies 
in their national advertising. A committee of each 
section will look into this matter and definite meth- 
ods of co-operation will be suggested for the future. 

The newly organized Public Utilities Advertising 
Association was discussed and the Committee de- 
cided to tie-in with this movement very closely. 


Another important matter which came up for dis- 
cussion was the employment by companies of ex- 
perienced newspaper or advertising men to take 
charge of public relations work. This matter has 
been agitated by the section for some considerable 
time, but the results attained have not been entirely 
satisfactory. In order to get some definite action a 
committee was appointed for the purpose of stating 
just what the position of the advertising or publicity 


(Continued on Page 632.) 
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As the Journal Views It 








Fallacious Selling Arguments 


The arguments that are advanced by salesmen of 
electric appliances in seeking to replace the use of 
gas, both for domestic and industrial use, were driven 
home in a particularly forceful manner during the 
past week when we overheard such an individual 
trying to sell the idea of using electricity and doing 
away with gas. Said this individual in answer to a 
question as to why electric rates are high in his city: 

“You see, both the gas and electric companies are 
owned by practically the same people and they real- 
ize that gas is rapidly passing out, but because they 
have a large investment they are trying to keep the 
gas company going as long as possible. They know 
that it is a matter of only a short time until electricity 
will have replaced gas in every way and they must 
make hay while the sun shines. That is the reason 
we are keeping up electric rates so that we will not 
ruin their business, but even though our rates are 
comparatively high we are still able to sell these 
appliances, which only goes to prove how much more 
efficient they are than gas-burning appliances.” 

That was the gist of his argument and we are 
frank to state that never have we been more aston- 
ished than to hear such fallacies advanced. Gas men 
know how ridiculous are such statements, but that 
does not prevent certain credence: being given them 
in some quarters. 


As it so happens in the particular city in which 
the two companies under discussion operate, there is 
no connection between the two except in a very gen- 
eral way. But imagine the harm that is being done 
by this one man, who probably talks with a great 
many prospects during the day and who impresses 
his hearer with his earnestness. 


There are many angles to this subject, for not only 
does it do direct harm, but this question of maintain- 
ing high rates so that investments may be protected 
is extremely harmful.- We know that the statement 
is false in every particular, but does the average con- 
sumer know that? And what is going to be the re- 
action if ever it becomes necessary to apply for a 
rate increase? 


Of course, this kind of salesman is harming his 
Own proposition as well as the gas industry, but 
that evidently has not occurred to him. From the 
glib manner in which he recites his argument we 
were led to believe that it is a stock story with him 
that he uses in all cases. 

Gas appliance salesmen should be carefully in- 
structed by sales managers not to allow any oppor- 
tunity to pass to answer this sort of story and to 
tell the real truth of the situation. Surely there are 
enough facts that we can use that will combat any 
such propaganda as this. 





Your Holiday Sales 


What about your holiday selling? Are you pre- 
pared to put over the biggest season you have? Have 
you plenty of new, attractive stock of all kinds of 
gas appliances and are you working on sales plans 
that are sure to attract buyers? 

The American Gas Association, through the Sales 
Stimulation Committee of the Commercial Section, 
has promulgated some splendid ideas, which will be 
found published in another part of this issue. Every 
idea that has been worked out will bring results and 
there is no reason why this Christmas should not be 
a gas appliance Christmas in many homes. But it 
remains with us to actually make this thought a 
reality. 

Sales managers generally report that business has 
heen good and there has been a constantly growing 
demand for various appliances of all kinds. This was 
to be expected in view of the coal strike, but in ad- 
dition to this demand there has been a steady increase 
that shows that the advantages of gas are being more 
widely recognized. 

Appropriately decorated sales rooms and seasonal 
window cards and displays will help to make the 
atmosphere that will do much to invite buying, but 
after all, the utility of gas for all uses is the most 
convincing argument that can be used. 

Another important point is in having a sufficiently 
large stock to take advantage of any demand that 
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may be created. If you have any doubt that you 
are well stocked it would be wise to place orders 
with manufacturers now. The time is short, but the 
probabilities are that you can be supplied. 

We do not believe that it is going to be necessary 
to create a demand by means of special sales except 
i rare instances and then only on one line which 
might be designated as a leader. It is noticeable 
that department stores of the better kind do not dwell 
much on the price question at this time of the year 
but rather devote all attention to creating the holi- 
day-making spirit. That is the stuff that counts. 

Attack your selling problem from this angle and 
you will be surprised at the results you obtain. But 
above all, get busy now and start your holiday selling. 





New A. G. A. Committees Start Work 


(Continued from Page 630) 

men should be in the gas company’s organization. 
As the result of a letter from Joseph P. Groce, Direc- 
tor of the New England Bureau of Public Service 
Information, suggesting that the state directors 
would welcome an opportunity to become members 
of the association, and especially of the Publicity 
and Advertising Section, the Managing Committee 
unanimously welcomed the suggestion and the state 
directors will now be invited to join with us in our 
work. 

Atlantic City as a meeting place for the next an- 
nual convention of the association was recommended 
to the Executive Board at the meeting of the Man- 
aging Committee of the Manufacturers’ Section. An- 
other matter also recommended to the Board was 
the adoption of the slogan, “If it is done with heat 
YOU CAN DO IT BETTER WITH GAS.” At 
the meeting of the Executive Board the following 
day, the slogan as suggested by the Manufacturers’ 
Section was approved, but no definite decision was 
arrived at concerning Atlantic City as the next con- 
vention city. 

The consensus of opinion of the Board in regard 
to Atlantic City for the 1923 convention was that it 
would be unwise at so early a date to make a definite 
decision before seatiment has an opportunity to crys- 
tallize. 

Harold Schutt of the C. H. Geist Company of 
Philadelphia, was elected to the Board to fill the 
vacancy caused by the elevation of J. B. Klumpp to 
the office of vice-president of the association. 

It was reported to the Board that several amend- 
ments to the Uniform Classification of Accbunts were 
presented at the convention of the National Associa- 
tion of Railway and Utilities Commissioners held in 
Detroit on November 14 to 17. The association will 


publish these amendments and issue them to the 
commissions with the recommendation that they be 
approved. 


The Managing Committee of the Commercial Sec- 
tion met with the specific desire of shaping its work 
for the coming year so as to particularly help the 
smaller company members. 


A plan was outlined and approved whereby it is 
intended to enlist the co-operation of manufacturers 
and their field representatives in the sales plans of 
the Commercial Section. The Sales Stimulation 
Committee will continue to initiate definite sales 
plans and activities for the guidance of company 
members. The committee also gave considerable 
time to the discussion of a plan intended to stimulate 
companies to increase their gas consumption sales 
per meter. The committee proposes to obtain sta- 
tistics of sales from companies and on the basis of 
returns made to the association it is hoped that spe- 
cial help can be given to such companies as require 
assistance in building up their merchandise sales. 
To stimulate interest in sales per meter per year it 
was proposed to offer a suitable prize or prizes to 
the company making the best record of merchandise 
sales for the year. 


A Committee on Co-operation with Architects and 
Builders was appointed. Its purpose is to bring 
about a closer co-operation between architects, 
plumbers and the gas companies. 

A committee was also appointed on Co-operation 
with the Plumbing and Heating Dealer, the purpose 
of which is to bring about the same relationship in 
these allied fields as will be attempted with the archi- 
tects. 

The National Association of Master Plumbers and 
the National Trade Extension Bureau will be in- 
vited to appoint representatives to confer with this 
committee in working out some feasible plan of 
closer co-operation. 

Other committees appointed were: Home Eco- 
nomic Service Bureau, Industrial Gas Committee 
and Committee on Retail Pricing. The function of 
the Industrial Gas Committee is to stimulate gas 
companies to go after industrial business aggres- 
sively. The Committee will also endeavor to interest 
a larger number of manufacturers of industrial ap- 
pliances to take space at the annual exhibit of the 
association. . 





Iron and Steel Business Progressing 


According to the Iron Trade Review, back orders 
have accumulated so fast that, regardless of operat- 
ing handicaps, many blast furnaces that have been 
idle for some time are being started up. Steel pro- 
duction holds around 7%5 per cent. 


Inability to get full requirements of steel is hold- 
ing back some operators. The steel ingot output 
for October was the highest for any similar period 
since September, 1920. The works in October were 
making steel at the annual rate of 39,265,000 tons, 
compared with a rate of 33,750,000 tons in September. 
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Effective Newspaper Advertising at Small Cost 


Suggestions for Increasing Your Appliance Sales 


Gas companies, along with other industries, are 
constantly giving serious thought to the matter of 
proper advertising, especially as it applies to contact 
with the actual consumer. To many of the smaller 
companies the problem is more or less a serious. propo- 
sition, in that their business that does not warrant 
the expenditure of large sums, such as is common 
with the larger and more prosperous concerns. Gas 
men generally realize the manifold advantages of 
extensive advertising, especially in the daily newspa- 
pers, and yet, when confronted with the apparent 
staggering cost of such advertising, often find them- 
selves unable to cope with the situation. 

How to get the best advertising results at a mini- 
mum cost is causing many gas men frequent sleep- 
less nights, and days of speculation and figuring. 


Because of the expense “bogy” many are passing 
up golden opportunities for increasing their appli- 
ance sales, mainly through their lack of knowledge 
of the proper sort of advertising campaign. Espe- 
cially is this true of the smaller concerns, to whom 
the matter of advertising expense looms large. 


There are several methods of advertising, aside 
from the use of newspaper space, which are more 
or less effective, but past performances have dem- 
onstrated that it is the newspaper advertising that 
is productive of the biggest results. Attractive win- 
dow displays are an exceptionally good medium of 
advertising—but they advertise only to the passers- 
by. Advertising banners mounted on trucks is an- 
other form of advertising adopted by many compa- 
nies, but, while this type of advertising may be seen 
by many thousands of persons in numerous sec- 
tions of a city or town during the course of a day, 
there is grave doubt as to the feasibility of -this type 
of publicity if solely depended upon. The truck must 
of needs keep moving, more or less, so that many 
thousands pass it up without more than a cursory 
giance. Direct-by-mail advertising, and street and 
house-to-house solicitors also have an advertising 
possibility, but it is the space utilized in the daily 
(or weekly in the smaller towns) newspaper that 
brings the advertiser his greatest results. 


Campaign Should Be Mapped Out 


There are several ways in which the small gas 
company can advertise in the newspapers without 
going to large expense. An expert can so map out 
a campaign that every angle of selling talk may be 
utilized and at the same time the cost be confined 
to a trifling amount. Even the “little fellow,” who 
cannot afford to employ an advertising or publicity 
manager, may conduct an inexpensive but effectiye 
newspaper advertising campaign by carefully ob- 
serving a few of the more essential points. 





In the use of newspapers as an advertising medium 
the gas company—large and small alike—must first 


determine the amount it can afford to spend for 
space. There are times when it might even be wise 
to spend a trifle more than it is felt can be afforded, 
but this should apply only where it is desired to force 
a commodity, the worth of which could not be prop- 
erly presented in the ordinary channels, and without 
the expenditure of a greater sum than would ordi- 
narily be laid out for advertising purposes. 


Having determined how much it can afford to 
spend, and having first acquainted and familiarized 
itself with the advertising rates of the newspaper 
cr newspapers which it is proposed to utilize, the ad- 
vertising man for the company will lay out a cam- 
paign, to cover a certain period, apportioning the 
space to be taken so as to cover the entire adver- 
tising period. In the case of a company which can 


afford only a limited space it would be well to adopt 
an outstanding selling point, and stick to it in every 
ad, no matter what appliance it may be especially 
desired to push in a particular ad. In this way gas 
ranges, water heaters, mantles, room heaters, gas 
irons, in fact any kind or make of gas appliance 


‘ may be attractively presented. Of course, care must 


be exercised in the preparation of these small ads, 
because it is impossible to say as much concerning 
a product in a limited space as would be possible if 
a larger ad. were being used. 

Aside from the metropolitan or larger town news- 
papers, it is possible for the advertiser to secure a 
fairly good sized space in a newspaper at a small 
cost. It is advisable, when possible, to arrange for 
a regular position in the paper, so that the reader, 
seeing the advertisement in that particular spot day 
after day, or whenever the ad. is run, soon begins to 
take more than a passing interest, especially if some 
sort of a trade mark is used in each and every in- 
stance. It is highly desirable to say as little as pos- 
sible in a newspaper advertisement, without leaving 
out the principal selling argument of the product. 
A margin of white space all around, and a careful 
selection of display type, with an illustration of the 
article advertised used when space permits, are most 
desirable and are as a general rule productive of cer- 
tain results. 


“Teaser” Advertising Attracts 


Another desirable form of newspaper advertising is 
what is known as the “teaser” ad. campaign. This 
is done by the use of newspaper space to attract 
attention to something about to be advertised in the 
future. For instance, a gas company might start a 
“teaser” campaign for room heaters by simply in- 
serting in the ad. the market name of the product. 
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On the next day that space is used the name of the 
product may be amplified by using a line, as for in- 
stance, “will keep you warm and cosy,” or something 
of that nature, depending, of course, upon the arti- 
cle it is desired to advertise. The next ad. should 
carry the first two lines and in addition a third or 
fourth line, with another selling argument, and so 
on until the entire ad. is complete. These “teaser” 
ads. can be run all in the same size space, or increased 
space can be taken each day until a large ad., with 
the complete advertisement is the result. There are 
any number of forms which “teaser” ads may as- 
sume. It will, of course, depend entirely upon the 
person preparing the advertising copy, to determine 
the method of procedure. For instance, a “teaser” 
might simply read: “Do it with Gas.” The natural 
query would be: “Do WHAT with Gas?” thereby 
arousing the interest of the reader. The “follow up” 
would, of course, have to be in line with the opening 
advertisement in order to carry, out the effect. 
“Teaser” advertising is unusually effective in intro- 
ducing some new product to. the market. It should 
not be used for calling attention to ordinary or routine 
products, and. should not be used too frequently. 
Properly worded and effectively displayed, “teaser” 
ads. are of inestimable value to the advertiser. 


“Splash” advertising, wherein the advertiser uses 
an unusually large space in the newspaper, such as 
half a page or a full page, or even a double page, is, 
of course, most valuable, but in most cases the ad- 
vertising rates are such as to preclude the possibility 
of an advertiser using that much space in a single 
issue. And, as in the case of the smaller advertise- 
ments, extreme care must be exercised in the prepa- 
ration of the ad., so that it attracts and holds the 
reader’s attention and interest. 


In the preparation of newspaper advertisements— 
and of any advertising, for that matter—there are 
several salient points which should not be overlooked 
if it is desired to bring about the best results. In 
the matter of gas appliances, the advertiser must 
always bear in mind that he must convince the house- 
wife as to the efficiency of a product; the husband 
must be considered only as being interested in the 
cost of the article.~ Snappy advertisements calling 
the wife’s attention to the labor-saving propensities 
ot a given article readily arouse her interest. Even 
though the wife may not be in the market for the 
product at the present time, effective newspaper ad- 
vertising will frequently bring about a change of 
mind and result in an almost immediate sale. This 
is particularly true of gas appliances, and is a strong 
selling point which the careful and judicious adver- 
tiser will never overlook. 


Best Advertising Days 


The question frequently is asked by gas men as 
to whether or not there are any special days in 
the week that are especially desirable as advertis- 
ing days. There are, but the days will vagy in the 
various communities. For instance, Sunday adver- 
tising is always highly desirable, because people usu- 
ally devote more time to the perusal of their Sunday 
morning newspapers than they do on any other day. 


As a general rule the Sunday paper is read from cover 
to cover, while the week-day paper is barely glanced 
at, owing to pressure of other matters. 


A particularly bad day for newspaper advertising, 
as long ago determined by advertisers all over the 
United States, is Saturday. A glance at any Satur- 
day newspaper, unless it be an afternoon newspaper, 
published in a town that has no Sunday morning 
newspaper, will quickly convince an advertiser of 
this fact. For certain gas appliances it would seem 
as though certain days in the week might prove bet- 
ter than others as regards advertising. A company 
could try out by advertising various articles of its 
stock on various days and shortly arrive at some 
definite conclusion as to results. 


What newspapers to use in an advertising cam- 
paign, where there are more than one publication in 
a town, is another question that frequently causes 
the gas industry some doubt. Should he use one 
paper or more; should he use morning paper or aft- 
ernoon paper? This phase of the advertising game 
must be studied individually in each locality as there 
is no set rule to apply. Certain articles will produce 
bigger results if advertised in one paper, other arti- 
cles, if advertised elsewhere, will find a more ready 
market. 


In a city like New York proper, for instance, where 
there are 14 daily metropolitan newspapers, to say 
nothing of the hundreds of other publications, many 
of them dailies, it would be, of course, financially 
out of the question for the average small gas com- 
pany to utilize all of the mediums. It would seem 
that the proper procedure in this case would be a 
process of elimination and experimentation. Un- 
doubtedly it would take some little time before any 
definite conclusion could be reached as to the most 
suited medium for a particular object, but by 
switching from paper to paper until definite results 
were obtained, there is bound to be the satisfaction 
of finally realizing the newspaper best suited for the 
business. 


“Keying” Advertisements 


“Keying” an advertisement, or a series of adver- 
tisements, is more or less resorted to by advertisers 
in all branches of trade. To “key” an ad. is to in- 
sert some particular line, word or phrase in the ad- 
vertisement so that every reply or inquiry may be 
directly traced to this particular source. Care must 
be exercised so that the reader is not aware an ad- 
vertisement is “keyed.” 


“Keying” is resorted to when a similar advertise- 
ment is carried in two or more newspapers simultane- 
ously to determine, as closely as possible, which of 
the newspapers is giving the best results. There are 
various methods by which an ad. may be “keyed,” 
but a popular way is by wrongly pricing an article 
in one paper, with the right price in the others. Per- 
sons who may be attracted to the sales floor through 
the medium of this particular ad. will quickly call 
attention to the lower price quoted and the adver- 
tiser would then know readily that these particular 
customers were attracted solely by the newspaper 
having the “keyed” ad. Of course, the above is just 
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one instance of “keying.” The details for advertis- 
ing matter of this type must be worked out as each 
individual case demands. 


Newspaper advertising is a real art. Millions of 
dollars are wasted annually by advertisers because 
of carelessly written or improperly displayed ads. 
Many dealers in various lines advertise in the news- 
papers, just because others are doing it. They fail 
to grasp the significance or the importance of this 
medium, and they never take the trouble to check 
up to determine if their money is well spent, if their 
advertising is properly placed, if their ads. are being 
read and if they are bringing results. Gas men, in 
many cases, are not unlike their fellow advertisers. 
Constant study is necessary to achieve direct results 
from this medium of advertising. And, above all, 
an advertiser should always keep in mind that more 
than anything else he must never deceive as to qual- 
ity or price. To do so means business suicide, and 
no amount of subsequent space used will repay the 
dealer for what avariciousness is bound to cost him. 





The Electric Welder on Gasholder Work 
Abroad 


A large holder at South Melbourne, Australia, col- 
lapsed in the spring of 1920. During repair it was 
found possible to retain some of the old guide fram- 
ing the curb plates being rivetted in the usual man- 
ner, but the new guides for the tank and columns 
were welded, the same system being applied on the 
whole of the bell containing the gas. 

The holder has a capacity of 3 million feet and 
consists of three lifts, each having a depth of 34 feet 
9 inches and a maximum diameter of 197 feet 6 
inches. It contains over 600 tons of material and 
no less than 5,000 pieces of steel plates and sheets. 

In the lifts the plates measure approximately 3 
feet 4 inches by 5 feet six inches, this thickness being 
0.5625 lap joints, being employed with fillet welded 
seams inside and out. There are eight horizontal 
rings of these light plates in each lift; these are ar- 
ranged lengthwise and welded to a ring of 3-inch 
plates top and bottom, the guides, curbs, etc., being 
attached to these. During the construction of the 
envelope of each lift, panels of the light sheeting 
three plates wide and eight feet deep were first 
formed by welding, and then rings of the heavier 
plates were welded on top and bottom, these large 
continuous panels being then lifted into position and 
welded to the structure, similar panels being after- 
wards welded to them on each side by vertical seams. 


In erecting the roof, which is domed, the plates 
were assembled on the crown rest and welded on all 
the outside laps and also on those as could be gotten 
at underneath. To complete the internal welding 
the top lift was raised five feet above the supports 
by pumping in air, the operators working from three 
rafts floating in the water with which the curb was 
filled to permanent level. Men on the outside tested 
the joints with soap solution; when a leak was found 
they signalled to the men inside, who held a pad of 
canvas and red lead over the leak during the time it 
was being welded on the outside, it being finally 
welded over from the inside. 





When the finished holder was tested only two or 
three leaks were found, in spite of the fact that there 
are over 40 miles of fillet welding in it. 

Another application of electric welding in a gas- 
holder is seen at the Fitzroy Works, London, of the 
Metropolitan Gas Co., where a new roof 130 feet in 
diameter has been welded over an old and leaky 
rivetted dome without the holder being put out of 
use. The new roof was welded up on the ground in 
sections as large as could be conveniently lifted into 
position and as it rests on the old roof and could not 
be gotten at underneath, a special method had to be 
employed for joining the sections. A butt strap 3 
inches wide was welded with a single fillet under the 
outer edge of each section, and the edge of the next 
section was made to rest on it, the two edges being 
butted and welded through the butt strap. 

At the present moment an entirely new gasholder 
at Fitzroy is being welded throughout except for as- 
sembly rivets, and including 15 latticed columns 130 
feet high. The holder has a capacity of 2 million 
feet, is 150 feet in diameter and has four 35-foot lifts. 

The chief engineer of the Metropolitan Gas Co. 
decided on the system after a series of experimental 
tests, which showed that it was entirely suitable if 
one or two special precautions were taken. 


MAJOR JOHNSTONE TAYLOR. 





Watching the Oil Tank 


According to figures compiled by the American 
Petroleum Institute, gross crude oil held in pipe 
lines and tank farm storage in the United States in- 
creased 1,615,000 barrels. East of the Rockies, 300,- 
000; California, 1,315,000 barrels. 

For the week ending Nov. 18, the daily average of 
gross crude oil produced in the United States was 
1,645,300 barrels, compared with 1,640,000 barrels in 
the preceding week. The production East of the 
Rockies for the week were 1,195,300 barrels, com- 
pared with 1,195,400 barrels in the preceding week. 
California had 450,000 barrels, compared with 445,- 
000 barrels the previous week. 

In the same time Oklahoma-Kansas show increase 
of 2,500 barrels; North Texas, increase 3,050 barrels; 
Central Texas, decrease 2,300 barrels; North 
Louisiana, decrease 2,600 barrels; Arkansas, decrease 
3,650 barrels. 





For Additional Business 


Attached to the November bills of the Denver Gas 
and Electric Light Company was a pink-hued, cross- 
grained advertisement, reading: “A Bright Sign Will 
Bring You Business!” In the center a red back- 
ground with fancy black trimmings, and in white the 
word ROOMS. 

Below it was stated that this sign, which is 6 feet 
long by 21 inches wide, can be installed for only 
$54.90. 

The word ROOMS will show plainly by day, white 
on a red background, the night lighting, flood 
lighting. 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


Nov. 29, 1922 


Company. Maturity Bid Asked 
American Lt. & Trac. Co............ ee We Es én kh ces May 1, 1925 109% 110% 
Brooklyn Union Gas Co............ First Consol. 5s...... May 1, 1945 95 9614 
Columbia Gas & Elec. Co.......... ERE May 1, 1927 964, 974 
Consol. Gas, Elec. Lt. & Pr. Co. of 
0  e F rns Diets First Ref. 7%4s....... Dec. 1, 1945 110 111 
Consol. Gas, Elec. Lt. & Pr. Co....General 4%4s......... Feb. 14, 1935 90 92 
New Amsterdam Gas Co............ First Consol. 5s...... Jan. 1, 1948 S4 86 


Denver Gas & Elec. Co............. Gen. (now Ist) 5s... 
Detroit City Gas Co................ Gold 5s 


Equitable Illum. Gas Lt. Co. of 


May 1,1949 93 9% 
tle PR ey Jan. 1, 1923 99% 100 


I reo oe eS re ass Kc wens Jan. 1, 1928 9944 102 
Hudson County Gas Co............ RDG <ats ao acta Nov. 1, 1949 92 9444 
Laclede Gas Light Co............... Ref. & Ext. 5s....... Apr. 1, 1934 92 93 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... June 1,1923 100 — 
Michigae Light Co... csccccscocccccs First & Ref. 5s......Mar. 1, 1946 90 92 
Milwaukee Gas Light Co........... gt Sen May 1, 1927 92% 93 
Pacific Gas & Elec. Oo............. Gen. & Ref. 5s...... Jan. 1, 1942 91 91% 
Pacific Gas & Elec. Co............. First & Ref. 7s...... Dec. 1, 1940 105% — 
Cal. Gas & Elec. Corp..........0600. Unif. & Ref. 5s...... Nov. 1, 1937 9% 95% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s.........Sept. 1, 1947 8914 93 
Chicago Gas Lt. & Coke Co........ kt eee July 1,1937 93% 97% 
Portland Gas & Coke Co........... First & Ref. 5s...... Jan. 1,1940 90 
TS Refunding 5s.........Oct. 1, 1949 82 84 
Southern California Gas Co........ OO SRE aS Nov. 1, 1950 96 98 
Utica Gas & Electric Co........... Ref. & Ext. 5s....... July 1, 1957 91% — 
Washington Gas Light Co.......... General Ss........... Nov. 1,°1960 944%, 95% 


Western States Gas & Elec. Co. of 


NL keene ded nn cet nnamad First & Ref. 5s...... June 


1941 91 93 


Dad 





Will Sell Bonds. 

Los Angeles, Calif —The South- 
ern Counties Gas Company, with 
headquarters in this city and its 
territory, extending from Santa 
Barbara on the north to Orange 
County on the South, has been au- 
thorized by the Railroad Commis- 
sion to sell at not less than 92 per 
cent of their face value plus ac- 
crued interest $386,000 of first 


mortgage 5% per cent bonds and 
to use the proceeds to finance cer- 
tain extensions, additions and bet- 
terments to its system. The com- 
pany is carrying on during the 
present year a construction pro- 
gram amounting to nearly $1,500,- 
000, for the erection of new office 
buildings, new gas holders, and 
transmission, distribution and 
compression equipment. 


Lone Star Gas 


Dallas, Texas——Lone Star Gas 
Co. has extended its pipe lines in 
the last few months at a cost of 
$1,000,000, according to Vice-Pres- 
ident Crawford. Since last winter 
the company has tied up with 11 
new gas producing areas, connect- 
ed more than 100 new producing 
wells and has installed, or is in- 
stalling, four new compressor sta- 
tions. 

Station at Mineral Wells will 
supply towns in Texas south of 
Fort Worth and Dallas, hence ad- 
dition of these towns to the system 
will not have any effect upon the 
supply from Oklahoma, which fur- 
nishes Fort Worth and Dallas. 

Company has laid 25 miles of 12- 
inch line into Garvin County fields 
of Oklahoma. This will assure de- 
livery of a much larger amount of 


gas. 


Gas Man Rotary Club Head. 

Monrovia, Calif—The local Ro- 
tary Club, whose president is W. 
E. Keefe, district superintendent 
of the Southern Counties Gas 
Company in the Monrovia terri- 
tory, was formally presented with 
a charter recently at a_ special 
meeting to which Rotarians from 
many nearby cities came. A lively 
and entertaining program was pre- 
sented by the Rotarians, followed 
by a banquet. 

Jack Williams, governor of the 
Second District, California Rota- 
rians, presented the charter and 
Keefe, representing the local chap- 
ter, replied and accepted the char- 
ter on behalf of Monrovia. 

The local Rotary chapter, No. 
1269, recently organized, has a real 
sponsor in Keefe. While his ac- 
tivities in the gas business here 
keep him occupied, he finds ample 
time to devote to the. cause of Ro- 
tary. 





Made Slight Increase in 
Rates 

San Francisco, Calif—A slight 
increase was made in the gas rates 
of the Coast Valley Gas & Electric 
Company recently by the State 
Railroad Commission. The com- 
pany serves Salinas, Monterey and 
Pacific Grove, south of this city. 
It was found that the company 
was entitled to rates yielding an 
average of $1.74 per 1,000 cubic 
feet, while the present schedule, it 
was estimated, yields $1.70 per 
1,000 cubic feet of gas. 


Roanoke Co. Adds Water 
Gas Apparatus 

The U. G. I. Contracting Com- 
pany, of Philadelphia. has been 
awarded a contract by the Roanoke 
(Va.) Gas Light Company for the 
installation of additional carbu- 
retted water gas apparatus. The 
new set will be of the U. G. I. cone 
top type, with all the modern im- 
provements devised by that com- 


pany. 





ee ee ean tee eae 





oe Dp Ines: 


OR Tr 2 Spee RRR ROOT, 





SUR EEE 


ORTEGA ne Y 


















December 2, 1922 


AMERICAN GAS JOURNAL 












[EEE 


NEWS OF THE GAS 





INDUSTRY 















Erecting New Building 

Pomona, Calif. — Work on the 
new $13,400 brick building of the 
Southern Counties Gas Company, 
distributors of natural gas in the 
Pomona Valley cities, has started. 
The structure is being erected on 
West Monrovia street and is to be 
60 feet long and 120 feet in depth. 
It will be made in an L shape, of 
solid brick construction and with 
a tile roof. 

The building, which will be 
rushed to completion by the local 
gas utility, will be used for a motor 
repair shop, a store room and a 
stock office. It will house the en- 
tire mechanical department of the 
organization, which is now located 
in the basement of the gas office at 
Third and Garey streets. The en- 
tire yard surrounding the structure 
is to be paved, and also two blocks 
on Monrovia street. Property own- 
ers have already signed petitions 
asking that the improvement be 
made. 

According to C. G. Spencer, 
newly made district superintendent 
of the rapidly growing Pomona dis- 
trict, the gas company’s improve- 
ment will be completed in about 60 
days. The company hopes, accord- 
ing to Spencer, to occupy the new 
building about the first of the new 
year. 


Natural Gas for Salt Lake 
City 

Salt Lake City, Utah—Applica- 
tion has been made to Salt Lake 
City and Ogden by F. E. Hurley, 
of Findlay, Ohio, representing the 
Ohio Oil Co., and John C. Howard, 
of Salt Lake, representing the Mid- 
west Refining Co., for privilege of 
di.tributing natural gas. With 
favorable weather, it is said, 220- 
mile pipe line could be completed 
from Baxter Basin, Wyo., in five to 
six months, with carrying capacity 
of 20,000,000 cubic feet daily. The 
price of gas is estimated at near 
50 cents a thousand feet. Small 
householders here are now paying 
approximately $1.55 a thousand 





for manufactured gas. Present 
consumption in Ogden and Salt 
Lake is estimated at about 2,000,- 
000 cubic feet daily. Baxter field 
now has two wells estimated at 
55,000,000 cubic feet daily, and new 
wells nearing productive strata. 

Sale Lake and Ogden will unite 
in consideration of applications 
and granting of franchises. Cheap 
gas is expected to presently double 
or quadruple present consumption, 
as it would encourage its use in 
home heating and manufacturing 
plants. 


Gas Company Has Big Coal 
Supply 

Athol, Mass.—A. A. Laughton. 
manager of the Athol Gas and 
Electric Company, says that his 
company has availed itself of the 
priority orders for public utilities 
to the fullest extent, and has 
enough coal in stock for the manu- 
facture of gas for at least eight 
months and possibly a year. Mr. 
Laughton states that in anticipa- 
tion of an extra demand for gas 
for heating purposes in homes this 
winter due to the coal shortage, 
his company has made plans for 
the winter to enable a steady flow 
of gas to all its customers. 

Mr. Laughton states that no one 
need fear of the gas supply failing 
as it did last year during the great 
sleet storm. At that time the gas 
failed when the electricity gave 
out as the gas plant was depend- 
ent on electricity for power. It 
has now installed a steam plant for 
emergency. 








Change in Gas Bill Form Is 
Suggested 


Madison.—Changes in the form 
of the monthly gas bill, which is 
received in about 250,000 house- 
holds, are suggested to gas com- 
pany executives in Wisconsin in a 
letter sent out by J. N. Cadby, ex- 
ecutive secretary of the Wisconsin 
Utilities Association. 

This is Mr. Cadby’s idea of the 


form of a model gas bill, with the 
uses for gas services itemized: 
Cooking and baking 90 meals 


fee re SC 
Heating water for dishes 90 

er 45 
20 tubs bath water at 3c .... .60 


Laundry service 4 weeks at 20c_ .80 
Hot water for shaving and 
miscellaneous 30 days at 1c. .30 
House heating incidental 15 
ect caine .90 
$4.85 
“This bill is higher than the av- 
erage and will vary with the gas 
rate, but it shows the very low 
cost of gas service when its vari- 
ous household uses are considered,” 
says Mr. Cadby. 





Empire Gas Brings in Well 

Empire Gas and Fuel Company, 
the principal oil subsidiary of Cities 
Service Company, has completed 
its No. 1 Brazelle well in the Tbex 
pool, Shackleford County, Texas, 
as an 1800 barrel light oil producer. 
This is the second large well to be 
completed in a new district and 
proves conclusively the existence 
of a big pool in which the Company 
holds in excess of 1000 acres. It 
is the Company’s intention at the 
present time to only drill enough 
wells to meet offset requirements. 





Queens Borough Co. Making 
Extensive Improvements 
Following the installation of the 

11-foot U. G. I. carburetted water 
gas apparatus at its Rockaway 
Park plant, the Queens Borough 
Gas and Electric Company has con- 
tracted with the U. G. I. Contract- 
ing Company, of Philadelphia, for 
additional works improvements on 
an extensive scale. The contract 
calls for the furnishing and install- 
ing of exhauster, tar extractor, pu- 
rifiers, station meter and yard pip- 
ing system. The necessary foun- 
dations for the various units are 
included with the work. 
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ASSOCIATED GAS & ELECTRIC COMPANY 
Statement of Earnings and Expenses 


MONTH OF OCTOBER. 




















1922 1921 Increase Decrease 

Gross Earnings $ 174,672 $ 146,408 $ 28,264 -—— 
Operating Expenses and Taxes 113,841 95,008 18,833 _— 

Net Earnings 60,831 51,400 9,431 —- 
Less: Renewals and Contingencies 

Reserve 8,036 7,664 372 — 

Gross Income 52,795 43,736 9,059 — 
Fixed Charges 30,229 21,252 8,977 — 

Net Income 22,566 22,484 82 —- 


TWELVE MONTHS ENDED OCTOBER 31ST. 














Gross Earnings 1,922,575 1,694,931 227,644 —-- 
Operating Expenses and Taxes 1,185,475 1,193,207 ote 7,732 
Net Earnings 737,100 501,724 235,376 — 
Less: Renewals and Contingencies 
Reserve 94,288 79,952 14,336 oo 
Gross Income 642,812 421,772 221,040 -- 
Fixed Changes 315,704 253,586 62,118 a 
Net Income 327,108 168,186 158,922 —— 
see =e3 ane 
Earned on Preferred Stock (per share) $17.04 $8.76 $8.28 





Awards Territory to Gas 
Company 

Los Angeles, Calif.— An order 
declaring public convenience and 
necessity require the exercise by 
the Southern Counties Gas Com- 
pany of the rights and privileges 
granted it by an ordinance of the 
county of Los Angeles has been 
issued by the State Railroad Com- 
mission. The territory involved is 
adjacent to the city of Whittier. 
stipulation signed by the Southern 
Counties Gas Company and the 
Southern California Gas Company 
covering service in the territory 
near Whittier and approved by the 
Commission provided for a divi- 
sion of the territory and prevents 
improper competition. 





Potter Gas Company May 
Take Elk Concern’s Out- 
put 
Corning, N. Y.—The Elk Devel- 
opment Corporation, which was 
formed in 1920 by some of Corn- 
ing’s leading business men for the 
purpose of developing natural gas 
territory in the Pennsylvania Gas 
fields, is negotiating to sell its en- 
tire production to the Potter Gas 
Company, which furnishes natural 
gas to the local and Elmira mar- 
kets. The Elk Development Cor- 


poration has already drilled four 
test wells on their leases, each one 
of which has proved to be a good 
producer and paying well. These 
four wells which are completed are 
capable of producing about 400,000 
cubic feet of gas per day, and the 
company for the past year has been 
selling its gas to the Bradford Gas 
Company. 

The Potter Gas Company recent- 
ly offered to take the entire produc- 
tion of the Elk wells, and to extend 
their pipe line into the Elk De- 
velopment Corporation’s gas field 
provided the Elk Company would 
continue to drill and develop their 
leases, which are looked upon as 
some of the best in the Pennsyl- 
vania gas territory. 





Norwood, Ohio, Adds to 
Storage Capacity 


The Stacey Manufacturing Co., 
of Cincinnati, were the successful 
bidders on a steel water standpipe 
of 1,250,000 gallons capacity, for 
which they were awarded contract 
by the City of Norwood. This 
more than doubles their present 
storage supply, being a standpipe 
built by The Stacey Manufacturing 
Co. about thirty years ago. 


United Gas Improvement 


Co. 

Philadelphia—United Gas Im- 
provement directors meet Decem- 
ber 13 to act on the quarterly divi- 
dend of the common stock, pay- 
able January 15. It is expected 
that more than the 4% per annum 
rate which has been paid in 1921 
and 1922 will be declared. For the 
fiscal year, 1922, net income of the 
company, according to present esti- 
mates, will exceed 7% on the com- 
mon stock. This will compare 
with a trifle less than 4% earned 
in 1921. 

To show 7% earned this year on 
the common stock, net earnings ap- 
plicable to preferred and common 
would total about $4,700,000, as 
against $2,717,032 earned last year. 
The preferred dividend require- 
ment is only $427,210. 

Net earnings for the 10 months 
ended October 31, 1922, of compa- 
nies outside of Philadelphia, which 
U. G. I. owns a majority of the 
stock, have increased $1,115,000 
over the same period in 1921. A 
substantial portion of this increase 
will be reflected in the parent com- 
pany’s income, in the form of divi- 
dends or interest from the sub- 
sidiary companies. 





Natural Gas for City of 


Ruston 

Ruston, La—Through the ef- 
forts of the Chamber of Com- 
merce, Ruston has at last secured 
natural gas and the franchise has 
been let to J. D. Barksdale and 
associates. The franchise calls for 
the work to be commenced within 
six months and the mains to be laid 
throughout Ruston within twelve 
months. 

O. E. Hodge, chairman of the in- 
dustrial committee, promised the 
people of Ruston gas within the 
year. In his report to the board 
of directors, Chairman Hodge an- 
nounced the fulfillment of the 
promise of the Chamber of Com- 
merce made by the industrial com- 
mittee. 

The franchise is for 25 years, 
with a maximum rate to consumers 
based on graduation of 60 cents 
less 5 cents per thousand cubic feet, 
to make a net average maximum of 
50 cents per thousand cubic feet. 

Natural gas has been the great 
objective of the Chamber of Com- 
merce since its organization. Rus- 
ton has been handicapped because 
of its fuel situation in drawing in- 
dustries to the town. 
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Teaching the Correct Utiliza- 
tion of Natural Gas 


The value of an educational de- 
partment of a gas company, and rea- 
sons why gas companies should en- 
gage in educational propaganda, is 
explained in a short article by Miss 
Anna P. Warren, Pittsburgh, Pa., in 
“Natural Gas and Gasoline.” The 
conducting of educational work is de- 
scribed by Miss Warren, who says, 
in part: 

“The Educational Department of 
The Peoples Natural Gas Company, 
Pittsburgh, Pa., was organized in 
June, 1921. It was organized for 
the benefit of the consumer, and ev- 


‘ery effort is being put forth to teach 


the correct utilization of natural gas 
in the home and to create good fel- 
lowship between the producer and 
the consumer. 

“Newspaper advertising, while it 
has its advantages, does not make the 
appeal to the consumer that personal 
contact does. In fact, many house- 
wives are too busy to read the ad- 
vertisements in the daily papers, or 
circular letters. The interests of the 
producer and of the consumer are 
identical. The greater the measure 
of satisfaction in service to the con- 
sumer, the greater the interest of the 
public in the welfare of the utility, 
and the utility realizes, as it never has 
before, the value of the asset—public 
co-operation and support. 

“A house to house campaign would 
be impractical, so that leaves the 
women’s clubs, civic organizations, 
schools and church organizations as 
the only logical means of reaching 
the people. Women’s clubs are an 
excellent means of spreading infor- 
mation. However, only a limited 
number of women are thus brought 
in contact with the results of the edu- 
cational work. Much time, there- 
fore, has been spent in teaching the 
basic principles to the school child. 
By teaching the child, the future gen- 
eration is not only being educated 
but correct information on the sub- 
ject of utilization is being put into 
practically every home in the com- 
munity. It is a very unusual child 
who does not talk at home about 
what he hears at school, particularly 
if it is something different from the 
regular routine. 

“The State Superintendent of Pub- 
lic Instruction saw immediately, not 
only the pedagogic but also the eco- 
nomic value of the work, and gave 
permission, with his recommenda- 
tion, to carry the work into any pub- 
lic school of the state. After the 
conference with Dr. Finnegan, heads 





of the Departments of Geography, 
Science, Civics and Home Economics 
were met and these gave promise of 
co-operation. The Director of Geog- 
raphy has incorporated ‘Natural 
Gas, Its Use and Conservation’ in her 
course of study, and all teachers of 
the fourth and seventh grades in the 
state will be required to present the 
subject during the coming year. 
“Excepting in a few cases, the edu- 
cational work is not carried below the 
fourth grade, and the length of pe- 
riod varies from thirty minutes to 
an hour and one-half. The subject- 
matter is the same for all grades, 
but the detail which is used in work- 


ing out the subject depends upon the. 


age and intellectuality of the chil- 
dren. 

“The same thing is not said at ev- 
ery meeting, of which there are some- 
times twenty a week, but the same 
information is left with the children. 
The blackboard is used extensively, 
for a sketch, however crude, conveys 
ideas to the mind of the child far bet- 
ter than verbal descriptions. 

“To the introductory question, 
‘What did your mother use in cook- 
ing your breakfast?’ the answer— 
GAS—is invariably given. By a 
series of questions, about other 
things, the fact that gas is a family 
name is brought out; also, in this 
family, there are two brothers, Nat- 
ural and Manufactured, one made by 
nature and coming from the ground, 
and the other made by man and most 
of it made from coal. Time here is 
taken to describe the discovery of 
‘coal gas.’ Very simply, and you 
might say crudely, the various op- 
erations of the utility are followed. 
First, the scope of the industry ; sec- 
ond, the forming of a company, rais- 
ing money for the operations, leasing 
or buying the land and machinery; 
third, transporting it to the field, 
building the derrick, drilling the well, 
chances of dry wells, cost control; 
fourth, discussion of rock pressure 
and how the gas gets to the surface 
of the ground; and, fifth, piping, 
compressing, distributing and utiliz- 
ing the gas in the home. 

“As the first instrument that the 
gas goes through in the home is the 
meter, the mechanism and purpose of 
that is discussed. ‘What is the meter 
for? ‘Is it to tell how much is used, 
or is it to tell how much must be 
paid? There is a vast difference 
sometimes in these two statements. 
Here, again, from things that are 
common in the life of the child, but 
apart from the gas industry, the pos- 
sibility of leakage and the wasteful 


use of the fuel, through inefficiency 
of the appliance and careless use, are 
brought out. The only way they 
know, apparently, of finding a gas 
leak is by the use of a lighted match. 
Because of the danger of such prac- 
tice and the possibility of injury to 
the individual, the detection of leaks 
by the soap suds method is stressed. 
Various types of heating stoves, the 
use of gas in appliances built for the 
use of coal, jacketing the hot water 
tanks, lighting, and cooking appli- 
ances are discussed. 

“The child, to be interested, must 
have something to do. Do not tell 
them what someone else can do, but 
what they can do themselves. They 
cannot raise the burner always, but 
they can clean it and adjust the mix- 
ture for complete combustion, which 
they judge by the color of the flame. 

“In what direction does heat 
travel ? 

“What kind of a top on the stove, 
solid or one with holes in it, will let 
the heat reach the kettle first? 

“The correct answer to these two 

questions are evident. 
_ “A meter tally is left in each build- 
ing and, with that and the aid of the 
blackboard, all are taught to read a 
meter. From two meter readings 
and the actual rate for the gas in 
the town a monthly bill is calculated. 
Calculations are made before the pu- 
pils of the cost of the same amount 
of. work a month done with manu- 
factured gas. These two examples 
are the basis for splendid practical 
arithmetic work. Each child receives 
a Pennsylvania Primer on the correct 
use of natural gas and each teacher 
is supplied with a complete set of 
charts and bulletins to aid her in her 
‘follow-up’ work. 

“Many parents, having their inter- 
est aroused in the subject by the in- 
formation brought home by the child, 
many times show considerable sur- 
prise, not only at the accuracy of the 
information, but also at the compre- 
hension of the subject by the child. 

_ “The following are samples of per- 
tinent questions which are almost in- 
variably asked: 

“1, What makes the meter run 
faster in winter, when we don’t have 
any gas, than in the summer? 

““2. What makes the gas freeze 
up in winter? 

nae Why is there more air in 
the gas at one time than at another? 

“4, Why do the companies pump 
air into the gas? 

“*5. Why is my bill so much big- 
ger than Mrs. J.’s when I don’t use 
as much as she does? 
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Why haven’t we been told 
how to burn gas correctly? 

“*Y Why haven’t they told us 
this before? 

“*10. Why don’t those who sell 
and set up our stoves tell us how to 
adjust them ? 


“*11. Can you show us how to 
practice these things in our kitchen ” 

“When there is evidence of such 
indisputable interest in the matter 
pertaining to the public utility of nat- 
ural gas, there is surely some justifi- 
cation why the natural gas public 
utility companies should engage in 
educational propaganda.’ 





Man With a Shotgun Halted 
Gas Main Laying 

Mt. Morris, N. Y.—Difficulties 
between the Pennsylvania Railroad 
Company and the Pavilion Natural 
Gas Company have been settled. 
The railroad company has issued 
the necessary permits for the con- 
tractors to lay the gas pipe on land 
between the village and the Gen- 
esee River. 

A large force of workmen had 
started to lay pipe again, but when 
they reached the place of Joseph 
Cossimonti, near Sickles avenue, 
where the gas line was supposed 
to pass close to his home, they 
were informed that they must keep 
off his property and that the gas 
pipe could not be placed there. 

In order to make his statement 
more forceful, he carried a shotgun 
and he intimated that the first per- 
son stepping on his property would 
suffer physical harm. Foremen 
attempted to argue the matter with 
him, telling him that he had al- 
ready given the company permis- 
sion to lay the pipe on his land. 
But he stated that he had changed 
his mind and that he must have 
more money for the privilege of 
tearing up his dooryard than he 
had first asked, and it was not until 
the contractors got a policeman to 
protect their men was it possible 
to proceed with the laying of the 


pipe. 





Coal Is Taking Place of Gas 
in Oklahoma 


Oklahoma City.—Gas as a heat- 
ing agent is being replaced by coal 
and fuel oil to a great extent here 
this year. 

On account of a gas shortage to 
large consumers during the past 


several winters, the large consum- 
ers are taking precautions this 
year. 

Records of the local gas com- 
pany show that the largest hotels, 
office buildings and business estab- 
lishments have provided to use 
fuel other than gas this winter. 
The state capitol, public library and 
post office head the list. 





Hanover, Pa., to Build Gas 
Holder 


The Conewago Gas Co., of Han- 
over, Pa., have just awarded con- 
tract to The Stacey Manufacturing 
Co., of Cincinnati, to erect a two- 
lift 300,000 cu. ft. capacity gas 
holder with steel tank, which holder 
is to be in service by the end of 
next Spring. 





Furnace Manufacturers Dis- 
play Equipment 

Among the numerous furnace 
manufacturers who displayed a great 
variety of heat treating furnaces in 
actual operation, at the Convention 
of the American Society for Steel 
Treating in Detroit, last month, were: 

The Combustion Utilities Corpora- 
tion, New York, exhibited their oil 
tempering baths, muffle furnaces, 
rivet forges and models of their re- 
cuperative and regenerative forging 
and heat treating furnaces. 

The Surface Combustion Com- 
pany, New York, displayed oven type 
gas fired furnaces for hardening 
carbon and high speed steels and their 
Vulcan furnace for testing the melt- 
ing point of fire brick and fusion 
point of coal ash. High pressure gas 
systems of the tunnel and gas burner 
type were shown. 

W. S. Rockwell Company, New 
York, exhibited a small working 
model of their automatic rotary heat 
treating furnace, and also photo- 
graphs and bulletins of other types 
of furnaces. 

Standard Fuel Engineering Com- 
pany, Detroit, exhibited several types 
of tool hardening furnaces, showing 
a high speed furnace under heat, 
and a line of refractories, including 
some very difficult shapes as well as 
high temperature cement; also oil 
burners. 

The Chicago Flexible Shaft Com- 
pany, Chicago, Illinois, displayed 


several ‘furnaces in operation which 
were controlled by the Selas system. 

The Bellevue Industrial Furnace 
Company, Detroit, Mich., displayed a 








sectional view of their high speed 
steel furnace and a similar furnace 
in operation. Various types of re- 
fractories and furnace linings were 
also shown. 

Hauck Mfg. Company, Brooklyn, 
N. Y., exhibited burners and rivet 
forges of the portable type and the 
new Hauck “Venturi” oil burners for 
open hearth and heat treating fur- 
naces, 





Brooklyn Borough Gas Stock 
Change 

Announcement has been made 
that a special meeting of the stock- 
holders of the Brooklyn Borough 
Gas Company has been called for 
December 19 to consider a change 
in the capitalization of the com- 
pany. The stockholders will be 
asked to approve an amendment to 
the certificate of incorporation so 
that new shares of no par common 
stock can be issued in the ratio of 
four shares of new stock for each 
share of old common. No change 
is contemplated in the present au- 
thorized preferred stock. 





Gas Main Completed. 

McKinney, Tex.—The gas main 
from Prosper to Celina has been 
completed. A force of 110 men 
have been at work on the project 
for several weeks. It was con- 
nected up with the McKinney- 
Denton main line at Prosper. A 
large percentage of the residences 
at Celina use gas as fuel. 





Public Ownership. 


When the workmen own the work- 
shops, 
And the railroad men the rails, 
And the grocery men the groceries, 
And the mail clerks own the 
mails ; 
When the preachers own the pul- 
pits 
And the pressmen own the shops. 
And the drillers own the oil wells, 
And the jails are owned by cops; 
When the councils own the light 
plants, 
And the farms are owned by the 
state ; 
When conductors own the street 
cars, 
And each driver owns his bus— 
Will you tell us common people 
Whotinell becomes of us? 
—Rocky Mountain Committee on 
Public Utility Information. 
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Government Drops Monop- 
oly Charge Against 
U. G. L. 

New York, N. Y. — Under in- 
structions from Attorney General 
Daugherty, the local Federal au- 
thorities will ask the District Court 
in this jurisdiction to quash the in- 
dictment found last March ‘against 
the United Gas Improvement Com- 
pany, the Welsbach Company, the 
Cities Illuminating Company and 
eight individuals. The indictment 
charged conspiracy in restraint of 
trade. The three concerns, with 
their subsidiaries, had a capitaliza- 
tion said to aggregate $700,000,000. 

The indictment followed a long 
inquiry conducted by R. Colton 
Lewis and William R. Benham, 
special assistants of the Attorney 
General. They were aided by 
Ragland Momand, President of 
the Pressure Lighting Company, 
and a group of other competitors of 
the defendant companies. 

Evidence gathered indicated, it 
was alleged, that the United Gas 
Improvement Company began to 
create a monopoly in 1914, and that 
five years later this work was com- 
pleted. The alleged purpose was 
to stifle competition to the end 
that the three defendant companies 
and thirty-two former independent 
companies that had been brought 
into the alleged combine might 
have a monopoly in the bidding for 
street lighting and of the incan- 
descent gas lamp industry. 

The indictment charged that 
since 1908 the defendants had been 
engaged in a conspiracy to form a 
monopoly in restraint of trade and 
commerce by “securing control of 
a large number of valuable patents 
relating to the industry and ex- 
cluding others from the use of 
these patents, by acquiring and 
combining competing companies 
by entering into contracts with 
competitors whereby the latter 
would refrain from competition 


and by instituting unwarranted 
and tortuous litigation against 
competitors for the purpose of 


eliminating competition on their 
part and intimidating them and 
preventing them from continuing 
in the industry.” 

It was also charged that the de- 
fendants would “unlawfully and 
deceitfully enter and cause to be 
entered collusive bids for furnish- 
ing and maintaining street lights 
for the purpose of restraining com- 
petition and deceiving public offi- 
cials charged with receiving such 





bias, and lalsely leading such ofti- 
cialis to believe chat they were ob- 
taining bona-nde competition.” 

Statements attributed to the spe- 
cial attorneys assigned to prose- 
cute the case were to the effect that 
since 1¥lY¥ the deiendants monop- 
Oly in the gas mantle street lignt- 
ing business had been luv per cent 
and had been tollowed by an in- 
crease 1n rates. 

Mr. Momand told the prosecu- 
tors, it was stated, that up to 1919 
the average price charged tor tur- 
nishing and maintaining a gas 
mantle street lamp was $10 a year. 
Since then, he said, the rate in Bal- 
timore was increased to $14.60; in 
St. Louis to $16.84; in St. Paul to 
$15.50, and in Brooklyn to $15.20 

Lhe letter of the Attorney Gen- 
eral to Colonel Hayward directing 
that the indictment should not be 
pressed reads: 

Colonel William Hayward, 

United States Attorney, 

New York, N. Y. 
Dear Colonel Hayward: 

An indictment was returned in 
the District Court of the United 
States of America for the Southern 
District of New York in the case of 
United States of America against 
the United Gas Improvement Com 
pany and others March 6, 1922. 

Since the indictment was re- 
turned some complaint was made 
by the parties interested in bring- 
ing the matter to the attention of 
the Department of Justice that the 
indictment was defective and that 
a motion to direct a verdict for the 
defendants on the ground of a va- 
riance between the charges of the 
indictment and the case made by 
the proof might be sustained. In- 
formation is at hand indicating 
that former Attorneys General of 
the United States had grave doubt: 
as to whether the charges covered 
by this indictment related to “in- 
terstate’” commerce. Proof of 
venue and criminal acts within the 
statute of limitations necessary to 
support a conviction renders a suc 
cessful prosecution extremely 
doubtful. 

For these and other reasons an 
investigation has been made of the 
evidence and the law relating to 
the charges made in this indict- 
ment, and I am now of opinion 
that the Government would not be 
justified in going to trial upon it. 
You are, therefore, requested, if 
such action meets with your ap- 
proval, to ask the Court to dismiss 

the indictment. 





While your naine as District At- 
torney was necessarily signed to 
the indictment, I recall that your 
office had no active part in present- 
ing it to the Grand Jury and that 
the matter was handled directly 
from the Department of Justice in 
Washington by a Special Assistant 
to the Attorney General. This 
fact relieves your office from any 
responsibility if an error was made 
in returning the indictment, which 
I now request be dismissed. 

Very truly yours, 
(Sgd) H. M. DAUGHERTY, 
Attorney General. 

Assistant United States District 
Attorney Joyce, who gave out the 
letter, was asked if the other in- 
dictment was to be returned 
against the defendants, or if the 
quashing of the existing indict- 
ment would end the matter. He 
replied that he did not know, that 
the matter so far had been handled 
from Washington, and that the lo- 
cal office had not been advised be- 
yond the directions contained in 
Mr. Daugherty’s letter. 

The individual defendants in the 
indictment are Samuel T. Bodine, 
president of the United Gas Im- 
provement Company of Philadel- 
phia; Randal Morgan of Philadel- 
phia, vice-president of the com- 
pany; Sidney Mason, president of 
the Welsbach Company; E. S. 
Newbold, president of the Cities 
Illuminating Company and vice- 
president of the Welsbach Street 
Lighting Company; Arthur E. 
Shaw, president of the Welsbach 
Street Lighting Company and 
vice-president of the Cities Illumi- 
nating Company; William Findley 
Brown, a director of the Cities II- 
luminating Company and at the 
time an assistant district attorney 
of Philadelphia ; Charles Patterson. 
of the Patterson Street Lighting 
Company of St. Paul and Minne- 
apolis, and George M. Landers 
president of Landers, Frary & 
Clark, manufacturers of fixtures. 





Old Colony Company Im- 
proving East Brain- 
tree Plant. 

The Old Colony Gas Company 
has decided upon extensive im- 
provements to its plant at East 
Braintree, Massachusetts, and con- 
tract for the work has been award- 
ed to the U. G. I. Contracting Com- 
pany of Philadelphia. The work 
includes additional carburetted 

water gas apparatus. 
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To Conduct Research in Re- 
fractories 


Research in refractories — par- 
ticularly in connection with the 
manufacture of refractory brick— 
has been largely confined to labor- 
atory work. A movement has been 
started, however, which has for its 
purpose the uncovering of a mass 
of information with regard to the 
furnace conditions which confront 
this material in actual service. It 
takes the form of an industrial sur- 
vey, which will be conducted by 
the Refractories Manufacturers 
Association in co-operation with 
committees which have already 
been appointed in associations of 
users of refractory brick and with 
individuals, firms and corporations 
to whom refractory brick is an in- 
dustrial necessity. 

This survey will consume the 
better part of two years and it is 
hoped that preliminary reports will 
be made at the end of the first 
three months, the first half year 
and so on, until the survey is com- 
pleted. These reports will cover 
the information which will be gath- 
ered by using a rather elaborate 
questionnaire; this questionnaire 
will be distributed to consumers 
of refractory brick in the thirteen 
industries to which the bulk of this 
material goes. These include blast 
furnaces, stoves and connections - 
open-hearth furnaces and metal 
mixers; heating, puddling and 
forge furnaces; cupolas; malleable 
furnaces; oil refineries; gas plants: 
glass houses; by-product coke 
ovens; zinc, copper and lead re- 
fineries ; boilers; cement, lime and 
plaster kilns and kilns for burning 
ceramic products. 

The questionnaire covers tem- 
perature and combustion condi 
tions found in the typical furnace 
abrasion, slag action, the presence 
or absence of uncommon furnace 
gases, spalling conditions, loads, 
insulation, character of draft, etc 
This information will be sought in 
a great many industries and the 
answers to the questionnaires wil! 
be sent to the Mellon Institute of 
Industrial’ Research at Pittsburgh. 

When enough information has 
been received to warrant the issue 
of a progress report in any single 
industry, this report will at once 
be made; it will include a state- 
ment of the more general and pos- 
sibly typical conditions, with data 
relative to conditions which would 


properly be considered exceptional 
in that industry. Meagre as these 
progress reports may be, they will 
be an important addition to pres- 
ent knowledge. 

Attention has been called to the 
rapidly changing conditions in 
many industries, caused by the ne 
cessity of obtaining greater pro- 
duction from each unit. To meet 
these conditions, brick of entirely 
different characteristics have been 
developed. In a great many cases 
no attempt has been made to co- 
ordinate the changes in require- 
ments with the changes in the re 
fractory material. This has re- 
sulted, in many cases, in the use of 
refractories which, while seeming- 
ly well suited for the purpose, did 
not and could not live up to their 
reputation. A study of furnace 
conditions often develops the cause 
of the trouble ; so it is thought that 
a similar study will develop these 
conditions in advance of expensive 
failures. 

Every consumer of refractory 
brick will derive a certain benefit 
from the successful prosecution of 
the work described. Wastes wil!’ 
be eliminated, which cannot help 
but reduce production costs. In- 
telligent service will follow au- 
thentic knowledge of requirements 
The whole movement augurs well 
for the industry which is launch- 
ing it and for every industry which 
finds refractory brick a necessary 
part of its plant equipment. 


Gas Company Club Ente:r- 
tains 
Pomona, Calif.—The local Ef- 


ficiency Club of the Southern 
Counties Gas Company was the 
host to the Orange County Eff- 
ciency Club at a recent meeting in 
this city, when more than 100 per- 
sons, employees of the Southern 
Counties organization, assembled 
here for an interesting program 
The Orange County club, the old- 
est on the system of the local gas 
company, motored to this city for 
the occasion, arriving here at 7 
o’clock on the evening of the 
event. 

C. G. Spencer, local district su- 
perintendent of the company, act- 
ed as chairman for his organization 
Following a few preliminaries, the 
famqus Orange County “Dril! 
Team” entertained for more than 
two hours with one of its mystic 
initiation ceremonies. F. P. Ray- 


mer, new local chief clerk, was the 


“goat” of the evening and passed 
through all of the stages of the ini- 
tiation with flying colors. 

The “Jackass Brigade” of the 
visiting organization introduced 
several new stunts, which made 
the host city members gasp for 
breath. An electrically equipped 
mule, with all of the bucking power 
of the notorious mule family, per- 
formed various and sundry stunts 
to the merriment of all present ex- 
cept Raymer, who rode the animal. 
Another stunt proved entertaining 
to the home town boys when one 
of the participants invited all pres- 
ent who did not agree with the ef- 
ficiency ideas used in the ceremony 
to stand. With no one evincing a 
desire to rise, an electric button 
was touched and at once all of the 
Los Angeles guests who occupied 
seats unknowingly on electrically 
wired seats arose and endorsed the 
merits of the ceremony. 

Following the stunt program a 
banquet was served. F. W. Wade 
superintendent of operation, and 
C. G. Spencer, district superintend- 
ent, Pomona territory, talked to 
the employees. 





Gas Feature of Hotel Expo- 
sition 

New York, N. Y.—The high 
value that hotels throughout the 
country place on gas-burning ap- 
pliances, was demonstrated here 
during the past week at the Hotel 
Exposition, which attracted sev- 
eral hundred thousand visitors 
and was declared the most suc- 
cessful ever held. Thousands of 
persons during the week saw ex- 
pert chefs in contests showing how 
they prepare, over gas flames, the 
many tempting dishes for which 
they are famous. 

Practically every kind of gas ap- 
pliance was shown in actual use 
and the economy and efficiency of 
gas was driven home in a way that 
proved more than convincing to the 
onlookers. 

Both the Consolidated Gas Com- 
pany of New York and the Brook- 
lyn Union Gas Company had large 
booths and several range and other 
appliance manufacturers also were 
represented among the exhibitors. 

One of the features that seemed 
to interest many of the visitors was 
the speed with which orders were 
executed when they are received in 
kitchens, and the fact that there is 
no loss in heat when a gas range 
is used caused much comment. 
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Industrial Plants to Have By- 
Product Gas 


sirmingham, Ala.—A nest of man- 
ufacturing plants in East Birming- 
ham will be able to secure by-product 
gas for industrial purposes as soon as 
a 12-inch pipe can be laid for a dis- 
tance of four and one-half miles by 
the Alabama By-Products Company. 
Permit for the laying of the pipe has 
been granted by the Birmingham City 
Commission. A fee of $2,000 for 
the permit in addition to the payment 
of all cost of publication of the ordi- 
nance was required by the commis- 
sion for the permit, which is made 
revocable on six months’ written no- 
tice by the city. 

Application for the permit was 
made by Morris W. Bush, president 
of the Alabama By-Product Com- 
pany. He stated that several plants 
in East Birmingham wanted the gas 
which will be made available only in 
unrefined form for industrial pur- 
poses. Among the concerns which 
will use the gas are the Stockham 
Pipe and Fittings Company and the 
Virginia Bridge and Iron Company. 
The National Cast Iron Pipe plant 
and the Vulcan Rivet Works have 
been using this gas successfully for 
some time. 





Southern Counties Gas Co. 


Has Brilliant Prospects 

LOS ANGELES, Calif—With 
a 20 per cent increase in earnings 
in 1922 over those of 1921, together 
with the growing population of 
Southern California and the ever- 
increasing number of consumers 
not to mention the healthy aggres- 
siveness of the management, a 
brilliant future for the Southern 
Counties Gas Company seems as- 
sured, according to a statement 
made recently by one of the local 
investment houses. 

Although incorporated in Cali- 
fornia in 1911, it was not until 1916 
that this company started on its 
career of remarkable growth, hav- 
ing acquired in that year the Long 
Beach Consolidated Gas Company 
and a number of the gas proper- 
ties of the Southern California Ed- 
ison Company. Many other com- 
panies have been taken over and 
the Southern Counties Gas Com- 
pany now supplies 46 growing cit- 
ies and communities in this part of 
the state, comprising all the sub- 
urban territory within 35 miles of 
Los Angeles, with the exception of 





Pasadena, and the immediate envi- 
rons, certain parts of San Fernan- 
do Valley and the Redondo Beach- 
Hermosa Beach section. The ex- 
pansion of this company’s business, 
according to the investment house 
report, is graphically shown by the 
fact that in 1921 its output was 
8,784,848 cu. ft. of gas against 525,- 
955 cu. ft. in 1916. 





Remodeling Water Gas Sets 
at Glassboro 
The C. H. Geist Company 
which recently acquired the gas 
property at Glassboro, New Jer- 
sey, has placed orders with the U 
G. |. Contracting Company, of 
Philadelphia, for the remodeling 
and improving of the carburetted 
water gas sets at that plant. Upon 
the completion of the U. G. I. im- 
provements, the sets at Glassbor« 
and vicinity will be in much more 
satisfactory shape than has been 
the case for some time. 


Propose to Abolish Service 
Charge 

Willimantic, Conn.—On account 
of the objection to the so-called 50- 
cent meter charge for the use of 
gas by the Putnam Light & Power 
Co., the company has submitted 
for the consideration of the city 
fathers a plan to do away with this 
charge and also a new schedule of 
charges for this commodity. At 
the present time with the addi- 
tional charge of 50 cents for service 
this company is charging up to 
19,999 cubic feet of gas per month. 
$1.90 per thousand; over 20,000 
cubic feet per month, $1.50 per 
thousand feet. The proposed new 
rate, minus a meter charge, is: 100 
cubic feet or less per month, 50 
cents; next 4,900 feet per month. 
$2.10; next 15,000 feet per month 
$1.90 ; next 80,000 per month, $1.50 
per thousand. 

At the time the so-called meter 
charge was instituted it was stated 
that the charge was not for the use 
of a meter, but was a service 
charge. It was argued that it costs 
just as much to serve a small con- 
sumer as a large consumer and that 
a service charge was therefore 
equitable and would reduce some- 
what the rate to the large con- 
sumer. But the public insisted on 
calling the charge a “meter charge” 
and objected strenuously to paying 
it. In its new proposition the com- 
states that the proposed 


pany 


change in rates is simply to over- 
come the objection of the consumer 
to the service charge and it is not 
to increase revenue for the com- 
pany. The rate, if adopted, will 
return, to the company practically 
the same revenue as is now being 
derived. The company also points 
out four specific instances of the 
working of the old and new rate 
Today for 500 feet of gas the con- 
sumer pays $1.45, while under the 
new rate he will pay $1.34. For 
1,000 feet of gas today, $2.40; un- 
der the new rate, $2.39, for 1,200 
feet today, $2.78; proposed rate, 
$2.81. For 2000 feet today, $4.30: 
new rate, $4.49. The average con- 
sumption of a family is 1200 feet 
per month. Thus the new rate 
would be increased over the old of 
three cents. The slight increase 
would only be when the consump- 
tion was 1,200 feet per month or 
more, which under the old rate was 
borne by the small consumer’s pay 
ing the same service charge as the 
large consumer. The commor 
council has the matter under ad 
visement. 

Preparing Sliding Rate 

Schedule 

sirmingham, Ala.— J. S. Rider, 
manager of the Tarrant City Gas 
Company, at Gadsden, Ala., is pre 
paring, with the approval of the 
Gadsden city council, a sliding scale 
of rates which is now being used by 
many cities. The proposed scale 
would be as follows: For the first 
5,000 cubic feet, $2, same as at pres 
ent; for the second 5,000 cubic feet, 
$1.75; for the third 5,000 cubic feet, 
$1.50, and for all over 15,000 cubic 
feet, $1.25 cents, with all bills sub 
ject to the usual 10 per cent discount. 
If the city council finally passes on 
the new scale, it will then be sub 
mitted to the Alabama Public Serv 
ice Commission for approval. 


Lewiston Company Improv- 
ing Plant 

Lewiston (Me.) Gas Light Com- 
pany has awarded a contract to the 
U. G. I. Contracting Company, of 
Philadelphia, for improvements to 
its plant. These will include re- 
modeling two sets of carburetted 
water gas apparatus by the instal- 
lation of new generators, angular 
reverse steam connections, welded 
steel blast main, and air and steam 
controls. Yard connections will 
also be installed. 
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Political Ownership Attacked 


Before Managers Meeting 

Kansas City, Mo.—City officials 
have a bigger and more important 
job in giving municipalities good ad- 
ministration of public affairs than in 
embarking on municipal ownership 
ventures, Paul P. Haynes, of In- 
dianapolis, Ind., former member of 
the Public Service Commission of 
Indiana, declared here in a speech 
before the national convention of 
city managers. 

City officials, if they are looking 
out for the community’s best inter- 
est, have their hands full seeing that 
citizens have good police and fire 
protection, well paved and clean 
streets and alleys, and efficient garb- 
age removal without putting munici- 
palities in any other private business 
on the side, Mr. Haynes said. He 
pointed out that there is a tendency 
today to regulate private business of 
all kinds and that this results in agi- 
tation for municipal ownership 
which he declared is a menace to the 
whole fabric of government. 


“It is the political foundation un- 
derlying all city governments which 
will always prevent successful pub- 
lic ownership and operation of utili- 
ties or any other business,” said Mr. 
Haynes. “Public utilities require 
the constant application of sound 
business judgment, expert operation, 
skilled management and, above all, 
continuity of wise business policies. 
No city primarily governed by popu- 
lar rule possesses, or can be certain 
that it will long possess, these quali- 
fications so essential to the utility 
business. No city, the policies of 
which are determined by popular 
vote, can long continue to apply 
sound economic principles and busi- 
ness methods to its ownership and 
operation of utility properties, for 
the simple reason that cities are es- 
sentially political agencies—not nec- 
essarily partisan, but, broadly speak- 
ing, political. 


“The advocate of municipal own- 
ership proceeds on the fallacious 
theory that because the state finds it 
necessary to regulate a business it 
immediately follows that the city 
should own it. The path which the 
municipal ownership advocate is 
blazing leads inevitably to govern- 
ment ownership of all public neces- 
sities and to the destruction of the 
whole fabric of our national govern- 
ment. The trouble is that he does 
not know where he is going. He 
has ignored the broader aspects of 


the question and does not realize 
that, unwittingly, he may be light- 
ing the torch, which, fanned by an 
aroused spirit of unrest and discon- 
tent, may start the fatal conflagra- 
tion which, in our land, the torch 
bearer of more revolutionary pur- 
poses has so far failed to kindle.” 
Extension of electric light and 
power ‘and other utility services to 
small communities and to the farms 
would be blocked by the spread of 
municipal ownership in cities, Mr. 
Haynes said. He pointed out that 
electric light and power, telephone 
and other utilities now serve large 
territories and many cities. 


“Tt will be but a few years until 
the entire country will be webbed 
with inter-connecting high power 
transmission lines,” continued Mr. 
Haynes. “The isolated plant will be 
no more and the small generating 
station will disappear. Maximum 
economies and efficiencies will be de- 
veloped, service will be better and 
rates lower. New industries will 
spring up and old ones will be able 
to expand and out of it all the public 
will be the greatest beneficiary. Mu- 
nicipal ownership of electric plants 
would make this notable achievement 
impossible.” 





P. G. & E. to Erect New 


Building in San Francisco 

San Francisco, Cal. — The new 
general office building which the Pa- 
cific Gas and Electric Company is 
preparing to erect at the southeast 
corner of Market and Beale streets. 
in San Francisco, will be an out- 
standing addition to the lower Mar- 
ket Street business district. Rising 
to a height of seventeen stories, it 
will be exceeded by only the Hobart 
and the Standard Oil buildings. It 
will stand on the west half of the 
block between Beale and Main 
streets. 


Architecturally, the design is a 
straightforward treatment of the 
problem in a simple dignified and 
monumental manner. The notable 
features of the exterior are the first 
story arcade with its central entrance 
arch, the plain and simole shaft and 
the interesting colonnade at the top 
The windows are so grouped as to 
carry vertical lines from the base to 
the cornice, these lines being accent- 
uated by the colonnade and the bro- 
ken cornice. This treatment of the 
upper portion gives interesting shad- 
ows and a pleasing and graceful ef- 
fect. The monumental scale adopt- 


ed is particularly in keeping with 
this simple and dignified scheme of 
treatment. 

The first floor covers the entire 
site and is devoted to those depart- 
ments having most frequent and in- 
timate contact with the public, and 
to an auditorium for general assem- 
bly purposes, seating 500 people 
The main entrance lobby is handled 
as a distinct architectural feature, 
giving ready access to the elevators 
the assembly hall, and the depart- 
mental offices on either hand. 

Above the main story, the floors 
are ell-shaped, forming a large well- 
lighted court in the center, opening 
upon a similar court in the Matson 
building to the east. 

The construction of the building 
will be Class “A” in every particu- 
lar, steel, concrete, and brick being 
employed throughout except for the 
interior, which will be of terra cotta 
with a granite base. Marble will be 
used extensively on the first floor 
and marble tile in the upstairs corri- 
dors. For the upper stories, the ele- 
vator lobbies have been designed to 
serve as entrance vestibules so that 
those having business on any floor 
can be promptly and effectively di- 
rected. 

Provision is made on the six- 
teenth floor for a general employees’ 
lunch room. Other employees’ ac- 
tivities are provided for in the way 
of a library, rest rooms and confer- 
ence room. The elevator machinery 
tanks and other necessary mechani- 
cal equipment are placed in the attic 
story, so that the roof will not be 
disfigured by pent houses and other 
unsightly structures. 

This structure will house the gen- 
eral offices of the company, which 
are now scattered among five build- 
ings in all parts of the city, the en- 
tire 120,000 square feet of effective 
area being necessary for the purpose. 

No close estimates have yet been 
made as to the cost of the building. 
partly because of possible alterations 
or additions in the way of interior 
construction. It is understood, how- 
ever, that the figure will be around 
$1,500,000. 





Elrama Plant Installing Auto- 
matic Control 

The Equitable Gas Company, of 
Pittsburgh, Pa., has contracted 
with the U. G. I. Contracting Com- 
pany, of Philadelphia, for the in- 
stallation of three U. G. I. auto- 
matic controls at its Elrama plant 





